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Rough Proofs 


Some furniture manufacturers, it 
is alleged, have been found guilty of 
stuffing their orders. Now we know 
where the overstuffed furniture 
comes from. 

* * 

The Golfer and Clubman, of 
Pittsburgh, has changed its name to 
The Spectator. Many a golfer has 
put away his clubs and become just 
that. * * ~ 


A talk on “How to Produce One 
New Contract a Week for Fifty-two 
Weeks” will be a feature of an ad- 
yertising clinic in New York next 
week. A salesman who can produce 
one new contract a week for fifty- 
two weeks should never be in at- 
tendance at a clinic. 

* * * 

The premier of Quebec has an- 
nounced that an order will be put 
into effect banning the advertising 
of alcoholic beverages by lighted 
signs. He evidently believes that 
good wine needs no bush. 


7 * ” 

P. Klein, space-buyer for a Phila- 
delphia advertising agency, admits 
that he has to interview 500-odd 
Most space- 
buyers insist that there are more 


™ than 500 odd representatives. 


* * * 


The National Better Business 
Bureau objects to the “observatory” 
used by the Bulova Watch Company 
as the basis for its “star - time” 
copy. The whole trouble with this 
watar idea is_that.the observatory is 
located on Fifth avenue instead of 
Broadway. 

* OK * 

The ensemble idea is taking hold 
so strongly, C. Gordon Anderson, 
Miami department store expert, 
says, that manufacturers in all lines 


B will have to feature and advertise 


it. A sort of toot ensemble, as it 


were. 
* * * 


A correspondent calls our atten- 
tion to some typographical errors in 
a recent issue of Advertising & 
Selling, with the comment, “Maybe 
you'll want to take a crack at their 
proof-reader.” What’s the use? A 
crack at any proof-reader is never a 
wise-crack. 

+ * - 

An Indiana advertising agent 
writes that since he has been read- 
ing ADVERTISING AGE he is able to 
get along without three advertising 
Magazines he formerly subscribed 
to. This is the sort of testimonial 
which should be run with illustra- 
tions and the caption, “Before and 
after taking.” 

7 * * 

Joseph Mac Gaheran says that the 
advertising agency of the future 

il be made up of psychologists, 
statisticians and engineers. Yeah? 
And their output will be distributed 
by the United States Weather Bu- 
teau, I suppose. 

* * * 


They used to say that anonymity 
Was the curse of the newspaper 
business. Since some recent expo- 
sures, however, an interview with 
any reporter, city editor or country 
Correspondent is as good as copy 
Tom a Congressman, cabinet officer 
oF movie queen. 

* x * 


AbverTISING AGE published the 
Picture of Miss Christine Dawson, 
10 won the Detroit spelling-bee, 
With the comment that she had a 
quizzical look on her countenance. 
should say that a young woman 
Who had just successfully passed an 


amination of that sort should look |: 


nothing else but quizzical. 
Copy Cus. 


KELLY RESALE 
BILL TO PASS 
IN DECEMBER 


Author of Measure Explains 
Optimism 


Washington, D. C., July 11 (by 
wire)—While its supporters were 
keenly disappointed that the Kelly 
bill (H. R. 11), for resale price 
maintenance, failed to pass at this 


Senator Arthur Capper 


session of Congress, its author told 
ADVERTISING AGE that it will go 
through without procrastination at 
the December session of Congress. 

The situation today, after several 
years of controversy, is as follows: 

The bill is on the approved pro- 
gram of the powerful House Rules 
committee, for consideration among 
the first of the bills to be taken up 
at the winter meeting. A majority 
of the house membership is reported 
to be in favor of its passage and 
another factor on its side is that it 
will come up after the November 
elections, when the possible reaction 
of voters need not be considered. 

Senator Capper, Kansas publisher, 
one of the exponents of the Kelly 
bill, has introduced a companion 
measure. When the Kelly bill 
reaches the Senate, he will ask that 
it be substituted for his own, it is 
said. 


The Opposition Theory 


Nevertheless, the future is not 
without some clouds. The opposition 
to the Kelly bill will contend that 
if passed it will throttle competition, 
without which, they allege, business 
will go on the rocks. 

However, the little merchant, in 
the opinion of most of the members 
of Congress, is in dire need of aid, 
and if the Kelly bill promises to 
provide the necessary resuscitation, 
they will vote for it. 

Almost 100 trade organizations 
have endorsed the bill. A number 
of others is opposing it. 

The original bill provided that 
violations of the resale agreements 


(Cotinued on Page 12) 


New York, July 10.—Though it 
sells direct to the consumer, the Air- 
Way Electric Appliance Corporation, 
of Toledo, calls its salesmen “deal- 
ers.” Nine out of ten of these men 
have never sold before joining Air- 
Way, but the company’s thorough 
training overcomes this handicap, if 
such it is. 

That is the summary of a writer 
for Electrical Merchandising, who 
explained that the Air-Way vacuum 
cleaner sells for $79.50. On cash 
deals the customer is allowed a 
discount of 10 per cent. The “dealer” 
gets $25 on each cash sale. On time 
deals, he gets $17.40 immediately 
and a 10 per cent good-will bonus 
on each payment as it is made by 
the customer, until he has received 
the equivalent of a cash transaction. 

If he severs his connection with 
the company, he forfeits the good- 
will bonus. There are no charge- 
backs for reverts once the customer 
has paid $31; they are made accord- 
ing to a graduated scale when the 
customer has paid less. 

Training classes are instructed to 
take no less than $10 down and $5 
monthly, 

The cempany advertises heavily in 
the newspapers for salesmen, but 
combs Out curiosi~y seekers by in- 
viting applicants for positions to 
attend the general weekly sales 
meeting on the following Monday 
evening. 

Electrical Merchandising quoted 
an applicant for work in the New 
York branch as follows: 

Poor English No Bar 

“Apart from myself, there were 
eleven men in the class that met on 
Tuesday. Three of them spoke very 
bad English, but I understand that 
the company has a number of such 
men who are quite successful among 
their own nationalities. 

“The company gives one day of 
intensive inside training, from 9 to 
4:30, and then the men are further 
coached on the outside by super- 
visors. Men are assigned from the 
Manhattan office to branch offices; 
it may be assumed, however, that 
the more distant of these offices 
have facilities for giving a modified 


How Air-Way Trains 
Salesmen to Sell 
Direct to Consumer 


local training to men who do not 
make the trip to New York. 

“On entering the _ class-room, 
embryo salesmen find on their chairs 
a 110-page booklet entitled ‘Opening 
the Gateway to Opportunity.’ It is 
filled with brief stories of men who 
are making up to $10,000 or so a 
year selling Air-Way cleaners. The 
men read it while waiting for the 
session to open. 

“The instructor opened the class 
at 9:15 by talking about the large 
earnings we could make and an 
impressive review of the company’s 
financial and sales growth. Gross 
volume, he said, has _ generally 
doubled each year since 1925, reach- 
ing about $11,000,000 in 1929. The 
sales force has grown from a hand- 
ful of men to 6,000. 

“During the morning various gen- 
eral company policies were ex- 
plained. It bonds its men for $500 
with a ‘double indemnity clause’; it 
pays $10 for this bond and charges 
that amount back to the man, $5 
on each of his first two sales. A 
deduction of $2 is made from each 
sale toward a $100 revert fund, the 
bond evidently covering stock con- 
signments only. 

“Group life insurance of $250 is 
issued ta each man free of charge 
immediately on employment and this 
amount is doubled at the end of a 
year. Unemployment insurance pro- 
vides that if a salesman in good 
standing is deprived of his earnings 
through the company’s production 
being stopped by fire, strikes, etc., 
he will receive an income during the 
interval equivalent to half of that 
earned by him during the next pre- 
ceding month. 

“Salesmen visit the office only on 
Monday, for their pay and the gen- 
eral weekly sales meeting. Stock is 
consigned to them in such quantities 
as their past records indicate they 
will require. Commission payments 
are made on Monday and include all 
sales turned in up to 8 a. m. of the 
same day. 

Using Advertising Copy 

“The company does not require its 

men to use a standardized canvass 


(Continued on Page 11) 


groceries. 


is also true of Sears, Roebuck & Co. 


that effect. Meat products and milk 


of Agriculture. 


are moving here from Baltimore. 


a famous antiseptic. 


Montgomery Ward Announces Instalments ~ 
In full page copy in metropolitan dailies of July 10, Montgomery Ward 
& Co., Chicago mail order house, made a strong bid for part of “registered 
savings accounts of over 27 billion dollars,” by announcing an instalment 
plan, effective until September 15, for all purchases over $25, exclusive of 


The company’s new catalog shows the lowest prices in ten years. This 


President Hoover Signs Mapes Bill 
Washington, D. C., July 11.—President Hoover has signed the Mapes 
bill, which provides that canned foods falling below standards promulgated 
by the Department of Agriculture must bear a conspicuous statement to 


are not included. 


The form of statement to be used will be prescribed by the Secretary 


New Tooth Paste Being Marketed 


Philadelphia, July 11.—Competition in the tooth paste field will be 
further intensified by “S. T. 37,” a new product of Sharp & Dohme, who 


The new paste gets its name from Hexylresorcinol Solution S. T. 37, 


Commission Reversed in Marmola Case 
Detroit, July 11.—Asserting that the American Medical Association 
was the chief beneficiary of the decision, the United States Circuit Court of 
Appeals has reversed the Federal Trade Commission, which issued a cease 
and desist order against Marmola, advertised as a remedy for obesity. 


ROTOGRAVURE IN 
COLOR CREATES 
PEN SUCCESS 


Sheaffer Sold Idea to News- 
papers 


One of the most remarkable ad- 
vertising stunts successfully executed 
by any national advertiser this year 
was the four-page four-color roto- 
gravure section put out by the W. A. 
Sheaffer Pen Company, Ft. Madison, 
Ia., in a list of 38 newspapers with 
a circulation between 9,000,000 and 
10,000,000 during the commencement 
season. 

The color rotogravure was avail- 
able in only five cities when Sheaffer 
Pen decided that they wanted to put 
on a national campaign through this 
medium, and the advertiser and its 
agency, the McJunkin Advertising 
Company, of Chicago, went out on 
the road and sold the plan to news- 
papers in thirty-three other cities. 
The result was that in many cities 
the Sheaffer display was the first 
rotogravure advertising that had 
ever appeared in color. 

The campaign has been pro- 
nounced by the Sheaffer Company 
as a sensational success, and they 
plan to continue the use of it. On 
the other hand, the newspapers, 
many of which hesitated at first to 
participate, have become so enthusi- 
astic as the result of the initial ex- 
perience with color that there is talk 
of the organization of a group 
through which to offer the service 
on a standard basis as to rate and 
frequency to any advertisers who 
want it. 

Began in 1927 

Carl K. Hart, advertising and 
sales promotion manager of the W. 
A. Sheaffer Pen Company, told the 
story to ADVERTISING AGE, explain- 
ing that their experience with color 
advertising in newspaper rotograv- 
ure began with the Chicago Tribune 
in 1927. When the publication made 
four-color advertising available in 
its rotogravure section, Sheaffer Pen 
was the first to make use of it. It 
was so well pleased with the results 
that it was determined to put on a 
national campaign, if possible, in the 
same way. 

Only four other cities at that time 
offered color gravure advertising— 
New York, Milwaukee, St. Louis and 
Philadelphia. This meant the idea 
had to be sold in all of the other 
cities, so the unique picture was pre- 
sented of an advertiser and adver- 
tising agent going around the coun- 
try ringing publishers’ doorbells and 
trying to sell them an idea. 

In some cases the publishers de- 
murred, and several trips were nec- 
essary before the plan was put 
across. In only one case, however, 
was it found impossible to get the 
Sheaffer idea across, and in that 
case another publication was substi- 
tuted for the newspaper which had 
been in mind. 

The plan was carried out through 
a four-page section, with the first 
and fourth pages in four colors and 
the second and third in monotone. 
The Sheaffer Pen advertisement ap- 
peared on the fourth page, with 
Page One carrying the newspaper 
mast-head and an illustration, with 
no advertising. The picture was of 
a girl graduate. 

How Plan Worked 

The idea was to have the section 

run on not worse than a 60-40 basis 
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as to advertising and editorial ma- 
terial, and for the newspaper to sell 
tie-up advertising to Sheaffer local 
dealers to run on the inside pages. 
Many of the newspapers sold this 
space, and others ran the section 
solidly as an editorial feature, run- 
ning pictures of all their local high- 
school and college graduates, with 
the Sheaffer four-color advertise- 
ment on the back page as the only 
advertising. The company sug- 
gested, however, that at least 2,500 
lines of advertising could be sold in 
addition to the full-page advertise- 
ment. 

The way the mechanical details 
were handled was also unique. The 
Sheaffer Company arranged for the 
printing of the sections, selling them 
to the newspapers at from $6 to $8 
a thousand, the newspaper paying 
the cost of transportation. Sheaffer 
paid for the full-page advertisement 
on the basis of the monotone rate, 
plus an agreed price for the four- 
color work. 


“The results of this advertising,” 
said Mr. Hart to ADVERTISING AGE, 
“were remarkable. It was one of 
the most successful efforts we have 
ever made. It involved a lot of work 
on the part of ourselves and our 
agency, but we believe the effect 
fully justified it. 

“While we can understand the 
reasons which have prompted some 


of the publishers to talk about or-|} w, 


ganizing this service on a group 
basis and selling it to anyone who 
wants it, we are not especially en- 
thusiastic about the proposal. Nat- 
urally we would prefer to operate 
it as a Sheaffer feature.” 
Standardize Colors 

The newspaper publishers who 
have been talking about the possibil- 
ities of a group plan of selling color 
rotogravure advertising point out 
that the Sheaffer plan developed the 
existing lack of standardization as 
to costs, rates, and other features, 
and that if the idea is to be con- 
tinued, it ought to be organized on a 
standard basis, and made available 
for all advertisers in the same way. 
Just how the plan will be worked out 
ultimately remains to be seen. 

The publications which carried the 


Sheaffer section included the Los An- 
geles Times, Oakland Tribune, San 
Francisco Chronicle, Denver Post, 
Washington Star, Atlanta Journal, 
Des Moines Register, Wichita Bea- 
con, New Orleans Times-Picayune, 
Boston Globe, Minneapolis Tribune, 
St. Paul Pioneer-Press, Kansas City 
Star, Omaha World-Herald, Buffalo 
Courier-Express, Cincinnati Enquir- 
er, Cleveland Plain Dealer, Colum- 
bus Dispatch, Oklahoma City Okla- 
homan, Portland Oregonian, Phila- 
delphia Public Ledger, Memphis 
Commercial-Appeal, Dallas News, 
Houston Post-Dispatch, Seattle 
Times, Louisville Herald-Post, De- 
troit News, Chicago Tribune, St. 
Louis Post-Dispatch, New York 
World, Pittsburgh Sun-Telegraph 
and Milwaukee Journal. 

Most of the sections were printed 
by the Alcogravure Corporation, by 
arrangement with the Sheaffer Com- 
pany. 


Press Club Offers 
Prizes to Editors 


Walter F. Dunlap, president of 
Klau-Van Pietersom-Dunlap-Young- 
green, Milwaukee, has announced 
that the Milwaukee Press Club will 
offer a series of prizes to members 
of the National Editorial Associa- 
tion for the best editorial articles on 
Wisconsin. First prize is a Nash 
a oe ae sedan, donated by C. 
. Nash. 

Entries must be in the hands of 
the club at 459 E. Water street, 
Milwaukee, by August 1. 


Outdoor Man Dead 


Bert Blach, assistant manager of 
the Birmingham office of the Gen- 
eral Outdoor Advertising Co., died 
in that city July 7 following an 
operation. Mr. Blach was formerly 
general manager of Thies, Douglas 
& Ribble, outdoor advertising agen- 
cy. A widow and four children sur- 
vive. 


Howland Loses Brother 

Peleg Howland, brother of Henry 
S. Howland, chairman of the board 
of Howland, Oliphant & McIntyre, 
Inc., New York, died in Canada last 
week. Mr. Howland was president 
of the Imperial Bank of Canada. 


or word ideas... life 


ties are unlimited. 


ul e e ° 
...it can be used like music... more people 
can remember color combinations than forms 


if —ADVERTISING AGE 6/14/30 


No more forceful arguments for the use of 

t color in advertising could be advanced than 
those set forth in the columns of Advertising 
Age for June 14, 1930. It is unquestionably 

a fact that we live in a world of color. There 

@ are few ideas or things to be marketed that 
are not better interpreted dy intelligent use 
of color. True, without black and white, ad- 
vertising would be tied hard and fast,— but 
add color to the combination and possibili- 


The BIG 4 GROUP of magazines offers an 
unusual color opportunity to advertisers inter- 
ested in reaching a quality buying market of 
more than half a million people. Investigate 


the GROUP rate on color pages. 


hei AGroup 


in the Quality Field 


Forum 


Golden Book World's Work 


° a7 ul 
itself is in color... 


Review of Reviews 


FIFTH AVENUE, NEW YORK 


NEW HOME OF AKRON TIMES-PRESS 


The Ohio evening and Sunday newspaper is now issued 


from this $1,500,000 structure. 


= 


Denver Club Names 


Its New Committees 

The Advertising Club of Denver, 

headed by Milton E. Bernet, has 

cleared the decks for action by ap- 

pointment of the following commit- 
tees: 


Finance—J. O. Goodwin, chair- 
man; Boon McCallum, vice-chair- 
man; Merritt Riblett, Cecil Conner, 
Ralph Faxon. 


Longview Program — Allen B. 
Spencer, chairman; Cecil Conner, 
vice-chairman; Berlin Boyd, R. H. 
Byrum, Mattie Durkee, Frank Jami- 
son, John Jenkins. 

Denvertising—Margaret Harvey, 
editor; Wm. E. Bryan, A. B. Spen- 
cer, Mattie Durkee, Katherine Jen- 
kins, Ralph Faxon, John Jenkins. 


Publicity—Sam Freed, chairman; 
H. C. Martin, vice-chairman; Law- 
rence Collins, H. E. Benson. 

Membership—Eric Erskine, chair- 
man; Merritt Riblett, vice-chair- 
man; Parkhill Harvey, Marie Richey 
Collins, Robert MeCormick, Merritt 

f 


Baker, Rose Roc 
Attendance — Katherine Jenkins, 
chairman; Delphine Schmitt, vice- 


chairman; Emma _ Tolman-East, 
Lambert Alden, J. R. Griffith, Park- 
hill Harvey, L. H. Ellinghausen, 
Berlin Boyd, Burt Wells, Mrs. A. D. 
Lewis, Boon McCallum, Robert Mc- 
Cormick, Ann Milton, Inez Robin- 
son, Frank Sando. 

Civic—Wm. E. Bryan, chairman; 
Frank Carruthers, vice-chairman; 
Merritt Riblett, Frank Jamison, 
Claude Verry. 

Reception—Fred W. Feldwisch, 
chairman; A. J. Maloney, vice-chair- 
man; Mrs. Flora May Hopkins, 
Fred Wagenbach, Claude Strawn, 
E. W. Stephenson. 

House—W. M. Cocks, chairman; 
Lawrence Collins, vice-chairman; 
A. B. Spencer, Jake Thomas. 

Entertainment—Fred Wagenbach, 
chairman; R. O. Boldt, vice-chair- 
man; Eugene O’Fallon, Arthur 
Thompson, J. T. Tierney, Marie 
Richey Collins. 


A. S. M. E. Nominates 


Wright for President 

Roy V. Wright, managing editor 
of Railway Age, published by the 
Simmons-Boardman Publishing Co., 
has been nominated for the presi- 
dency of the American Society of 
Mechanical Engineers, New York, 
for 1931. 

He was formerly editor of Amer- 
ican Engineer and Railroad Journal, 
which is now Railway Mechanical 
Engineer. 


Make Industrial Talkie 

An industrial “talkie” has been 
made by the American Steel & Wire 
Co., Chicago, a subsidiary of the 
United States Steel Corporation. 
The film features a trip through the 
mills in which wire rope is made. 


Joins ‘Detective Mysteries’ 

J. W. Burnham, former advertis- 
ing manager of the Ring Magazine, 
has joined the Eastern advertising 
staff of True Detective Mysteries, 
New York. 


Loeb Leaves Peck 
Lester A. Loeb, account executive 
with the Peck Advertising Agency, 
New York, has resigned. He for- 
merly conducted his own agency. 


HEATROLA LOSES 
FIVE-YEAR FIGHT 


Cincinnati, O., July 10—Though 
holding that the advertising of the 
Gray & Dudley Co., of Nashville, 
Tenn., was unfair to the Estate 
Stove Co., of Hamilton, O., the Cir- 
cuit Court of Appeals for the Sixth 
District ruled largely for the for- 
mer, in deciding a suit which has 
been in various courts since 1926. 

The case involved the right of the 
Estate Stove Company to claim for 
its exclusive use a stove made in the 
form of a phonograph cabinet, as 
its Heatrola is. 


“Any manufacturer is primarily 
free to cast his product in the form 
of some other household article,” 
said the court. “Such an imitation 
or adaptation may be very appeal- 
ing and lead to a large demand; but 
where no mechanical invention is in- 
volved, the law provides no means 
for giving monopoly to the one who 
first gets the idea, except as such 
means may be found in a design 
patent. 


“The first user can acquire quasi 
exclusive rights only by use long 
enough and exclusive enough to give 
the word a secondary meaning, so 
that to that part of the public espe- 
cially affected, the word or the form 
indicates the origin of the article.” 


The court said that the defendant 
transgressed the limits of fair com- 
petition by advertising, “No, this is 
not a victrola,” the slogan of the 
Estate Stove Company being, “No, 
this is not a phonograph.” 


“However,” continued the decision, 
“we think it clear that it would be 
impossible to trace to this single 
element of forbidden unfair compe- 
tition any distinct damage. Plain- 
tiff therefore is not entitled to an 
accounting for this too closely imi- 
tated advertising.” 


President Clark 


Names Committees 


President R. C. Clark, of the Ad- 
vertising Club of Indianapolis, has 
named the following committees for 
the year: 

Program—Don U. Bridge, Julian 
Wetzel, Wallace Giffin and Merle 
Sidener. 

Membership—R. E. Melcher, Paul 
Zartman and O. T. Roberts. 

Attendance— Harold Devine, 
James Swan and Lucile Forler. 

Civic affairs—Paul Richey, Ed 
Hunter and R. B. Whitehill. 

Convention—Arthur S. Overbay, 
John Prout and Henry Thornton. 

Entertainment—Stephen Badger, 
Ann Weymouth and Frank Kynvett. 

Educational advisory—Frank B. 
Flanner, Horace E. Ryan and Frank 
Elliott. 

Publicity—Albert O. Evans, Cor- 
val R. Jackson and E. A. Tapscott. 

Better business ways and means 
—R. C. Clark, Bon Wolfe, Mansur 
B. Oakes, Russell Etter, Humbert 


Campaign Pulls 
183,000 Orders 
for Bantam Cars 


Detroit, July 10—Advertising ang 
sales activies of the American Aus. 
tin Company, makers of the go. 
called bantam automobile, which 
started last November, have proved 
so successful that orders have been 
received to date for over 183,000 
cars. 


The Austin car was originated jn 
England and has been in use there 
and in Europe for the past eight 
years. The cars that were officially 
introduced in the United States with 
a nationwide showing in the princi- 
pal cities represent an American- 
ized form of the British car. The 
American Austin Company operates 
a plant in Butler, Pa., manufactur. 
ing three models for the American 
trade—the coupe, roadster and light 
commercial car. 

The manufacturers are selling 
the bantam Austin car on the basis 
of economy of operation rather than 
on price. The bantam car is de. 
signed to economize on space in 
parking and to relieve congestion on 
crowded streets, providing a new 
mode of transportation in this coun. 
try. 


Using Many Mediums 

The advertising mediums used in- 
clude The Sportsman, The New 
Yorker, Life, Time, Vogue, Vanity 
Fair, House and Garden, Harper's 
Bazaar, Town and Country, Spur, 
Country Life and The Saturday 
Evening Post. 

The motorist magazines used are 
Keystone Motorist, Detroit Motor 
News, American Motorist, Holiday 
and Motor Land. 


In the automobile trade paper 
field the following trade publica- 
tions are being used: Automotive 
Daily News, Motor, Automobile 
Topics, Southern Automobile Dealer, 
Automobile Trade Journal, Motor 
Age and Motor West. 


To reach commercial buyers the 
Austin Company selected Progres- 
sive Grocer, American Druggist, In- 
land Printer, Electrical World, Gas 
Age-Record, Dry Goods Economist 
and Store Equipment and Supplies. 

In addition, 102 newspapers are 
being used to carry the Austin story. 
No export advertising is being done 
just now. 


Advertising last month resulted 
in over 132,000 inquiries which are 
being referred to 102 Austin distrib- 
utors throughout the country. 


Detroit was selected as the head- 
quarters for advertising and sales 
promotional work because of its im- 
portance as an automobile center. 
As a result of the advertisements 
keen interest has been displayed in 
the Austin cars on exhibition. In 
Los Angeles 45,267 interested per- 
sons visited the show rooms during a 
15-hour period. 


Production at the Butler plant is 
being increased as fast as manufac- 
turing facilities can be enlarged to 
fill orders already on hand. No 
agents are being appointed by the 
distributors pending increase in pro- 
duction to care for current orders. 

So successful have been the re- 
sults of the advertising activities to 
date that the company plans to con- 
tinue along the same lines until 
prospective business can be cared 
for; when volume will be increased 
and additional publications added to 
the list of mediums. 


Spokane Committees 


Claude Starling, new president of 
the Spokane, Wash., Advertising 
Club, has named the following com- 
mittee chaigmen: 

Athletic Bureau, Wilbur L. King; 
Better Business Bureau, B. L. Jen- 
kins; bulletins, Nevin H. Snyder; 
city beautiful, Edwin Peterson; col- 
lege contact, Harold C. Myers; dance, 
Dr. J. E. Gray; educational, L. » 
Double; program, Jack Chapman; 
publicity, E. J. Crosby; pay roll bu- 
reau, George Van Hersett; receP 
tion, J. M. Watkins; Forward Spo 


Pagani and O. C. Herdrich. 


kane, John L. Matthiesen. 


— ~~ 
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ADVERTISING AGE 


WINDOW DISPLAY 
LABORATORY IS 
B, & B. CREATION 


Gives Scientific Basis for 
Field Work 


Credit for the increasing number 
of window displays of Bauer & Black 
surgical dressings and specialties in 
drug stores throughout the country 
—twice as Many now as a year ago 
—goes to Harris Frazier, in charge 
of advertising production for the 
Bauer & Black Division of the Ken- 
dall Company, Chicago. 

Competition for dealers’ windows, 
together with other forms of sales 
promotion, is growing keener. The 
pumber of companies offering to pay 
rental for the use of windows is 
increasing, and there is also a ten- 
dency to spend more money to obtain 
more attractive displays. The dealer, 
therefore, finds it difficult to decide 
between a cash rental, a window 
treatment that will beautify his 
premises, or a display primarily in- 
tended to sell merchandise. 

Mr. Frazier believes the last con- 
sideration can be made the most 
appealing, providing it is backed up 
with definite figures showing how 
the display has sold. 

“The display should be attractive,” 
said Mr. Frazier, “but it is not nec- 
essary to incur a burdensome ex- 
pense if care is used in planning. 

Test Pulling Power 

“About a year ago we secured the 
co-operation of 58 representative 
dealers for the purpose of conduct- 
ing a fair test of the pulling power 
of our displays. A check-up during 
a two-week period showed an aver- 
age increase of 116 per cent. Some 
dealers also reported a _ noticeable 
increase in the sale of our merchan- 
dise for from two to four weeks after 
the display had been removed and 
increased sales of related goods. 

“Our salesmen, when approaching 
the dealer on the subject of install- 
ing our displays, first call attention 
to our advertisements appearing 
regularly in The Saturday Evening 
Post, Liberty, Good Housekeeping, 
American, Cosmopolitan and Na- 
tional Geographic. They explain 
that the way to cash in on our 
magazine advertising is to show our 
goods in their windows; and, as 
proof, they submit the actual sales 
figures of dealers who have used our 
displays. 

“These figures have interested 
druggists so much that they not 
only give us permission to install 
our displays, but this interest has 
also paved the way for securing 
more test data. These reports are 
of daily usefulness to us in selling 
more dealers on the idea.” 


How Displays Are Built 

Mr. Frazier believes that any com- 
petent advertising man can create 
good displays, providing “he is will- 
ing to depend on himself.” 

“And why not?” he asked. “A 
display is simply a three-dimension 
advertisement in which the text is 
kept to a minimum. 

“My method is first to decide what 
I want to show, and, in a general 
way, how I want to show it. Then 
I call in two or three artists and 
ask them to put my verbal descrip- 
tions into sketches, at the same time 
Mcorporating any ideas they think 
Would improve the layout. 

“When the sketches are submitted, 
I select the one I think is best and 
engage the artist who made it to do 
the finished drawing and assist in 
the production of the sample set-up. 

€ others are paid their regular 
fees for the preliminary sketches and 
ismissed.”’ 

The sample set-up is installed in 
the display “laboratory,” a store 
Tont built in the company’s offices. 
t has two large bays with plate 
glass windows and the usual window 
lighting equipment. It duplicates 
the outside of a real drug store. 
Here the display, or altered ver- 
Sions of it, is left for days or weeks 
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TESTING PULLING POWER OF DISPLAYS 


One of the two display windows maintained 
by Bauer & Black 


Campaign for 
Garterless Hose 
Starts in Fall 


New York, July 10—Though ad- 
vertising plans for the new Auto- 
gart hose to be manufactured by 
the Holeproof Hosiery Company 
have not as yet been announced, the 
Paul Cornell Company, agency han- 
dling this account, said that the 
campaign will include full pages in 
the leading class, trade and general 
magazines. Color will be largely 
used, 

Just when the campaign will start 
will depend largely on the ability 
of the company to take care of or- 
ders. At present the Holeproof fac- 
tories in Milwaukee are producing 
the new Autogart on a capacity 
basis, and it is believed that produc- 
tion will have reached a point by 
mid-September to justify the start- 
ing of the campaign. There will 
also be a direct mail campaign to 
the jobber and dealer trade, while 
material for use in window and in- 


terior store displays will also be 
supplied. 

The new Autogart is described as 
a hose so constructed that it will 
remain snugly on the leg without 
the use of garters. It will sell at 
$1 per pair. It is manufactured 
with a garter elastic of about one- 
half inch in width sewed into the 
head of the sock, the rubber used be- 
ing a specially prepared thin sheet 
of light weight which is vulcanized 
to insure smoothness and eliminate 
binding. The eiastic can be washed 
with the hose. 


Wins Slogan Contest 

H. R. Britnell, sales manager of 
the Herald Press, of Montreal, won 
the slogan contest staged by Cana- 
dian Silk Products, Ltd., of that 
city, for Orient hosiery. “Chosen 
for Lasting Loveliness” was Mr. 
Britnell’s suggestion. 


On Good-Will Committee 


Allen H. Seed, vice-president of 
Jordan Advertising Abroad, New 
York, has been appointed to the 
Cuba Good-Will Committee, formed 
to strengthen relations between the 
United States and Cuba. 


while Mr. Frazier, the members of 


the advertising sales staff, and visit- 
ing dealers and distributors ask 
themselves such questions as: 

“Does it really attract attention? 
What combinations are possible with 
this number of pieces? Can the 
colors, lettering, shapes and sizes of 
figures, etc., be improved upon?” 

The perfected result is photo- 
graphed, and the rest is a routine 
matter involving the buying of the 
lithography and materials, and pack- 
ing in sets for distribution to the 
dealers. 

Frazier Explains Methods 

“It usually seems to the inexperi- 
enced,” Mr. Frazier said, “that the 
easiest and cheapest way to do the 
job is to ask several lithographers 
for ideas and buy from the one 
whose suggestions are best. 

“T follow the recommendation of 
the Association of National Adver- 
tisers not to ask lithographers to 
submit ideas on a speculative basis, 
not from ethical reasons alone, but 
because I get better results for less 
money. 

“Expediencies of production tend 
to limit the lithographer’s viewpoint, 
and furthermore it is often the case 


No. 18 of a Series 


A NOVEL 


COMPLETE 
EACH ISSUE 


= SCRIBNER’S BEGINS 
= THE SHORT NOVELS IN 
= ITS $5,000 CONTEST 


that what is paid for indirectly is 
over-priced. The combination of an 
artist who knows his business and 
an advertiser who knows the selling 
problems of his line seems to me to 
be the best qualified agency for the 
planning of displays.” 

Asked what made a good window 
display, Mr. Frazier briefly outlined 
the essentials as: 

“A physical structure of back- 
ground and a combination of colors 
that will create an atmosphere and 
project the merchandise so as to 
catch the eye. 

“A generous use of merchandise 
in the display. 

“A tie up of the window display 
with counter displays. 

“Price tags on all merchandise.” 


Squibb to Publish 


Foreign House Organ 


E. R. Squibb & Sons, New York, 
will publish an eight-page house or- 
gan, “Gaceta Squibb.” It will be 
printed in Spanish for distribution 
to Latin American druggists. The 
Millsco Agency, New York, is in 
charge. 


Form Pecan Group 


Announcement of the organization 
of the National Pecan Marketing 
Association has been made by the 
Federal Farm Board. It will be a 
central co-operative sales agency for 
merchandising pecans, with a capi- 
tal stock of $500,000. H. G. Lucas 
is president. 


Appointed on Coast 
by “Food Distribution” 


The New Era in Food Distribution, 
Chicago, has appointed Simpson- 
Reilly advertising representatives at 
Los Angeles and San Francisco. 
The same firm will also represent 
The National Provisioner. 


“S$. S. San Pedro” by James Gould Cozzens 
's a fine story. (We are pretty modest when 
we say that; confidentially, it’s a great 
story.) 

It is 25,000 words in length and it appears 
— complete — in August Scribner's. 

Along with it are the dozen usual out- 
standing features. 

And “Wine of Wyoming,” the first story 
by Ernest Hemingway since his famous 
novel, “A Farewell to Arms.” 

This is the start of a new policy —a rev- 
olutionary policy for the quality monthlies. 
Each month Scribner’s will publish a short 
novel—COMPLETE. There will be the usual 
number of articles and short stories. The 
short novels will be an extra added attrac- 
tion, as they say at the Palace. 

They will run between 15,000 and 35,000 
words in length and will be the best we can 
buy. Never has there been such a 35c value 
in a magazine of the better type. The wood 
pulps give a complete novelette in every 
issue? Yes, we know that. 


The woman’s magazines give huge install- 
ments of serials every month? Yes, we 
know that. 

But the Scribner’s idea is entirely differ- 
ent. Complete novels, distinguished novels, 
by the best writers of America—that is the 
exclusive Scribner’s idea. 

For an idea of what is to come, read “’S. S. 

San Pedro” in the August number. It is a 
smashing tale of the deep water, superbly 
written. Like all good sea tales it has a 
Conradian flavor (which is something to give 
thanks for) but it is done in a highly effec- 
tive modern manner all its own. 

“§. S. San Pedro’’—remember the name. 
You'll be hearing about it. 

Good stories don’t grow on trees. They 
are a rare thing. This is one of them. And 
it is the beginning of a policy which will be 
talked about and copied—a policy which 
brings the best literature of the country to 
you at magazine prices. 


AUGUST 


SCRIBNER’S 


= Princeton seniors selected Ernest Hemingway and S. S. Van Dine as their favorite authors. 


Rutgers seniors selected John Galsworthy and S. S. Van Dine. All are Scribner’s authors. 
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Always A New Way to Do It 


The new ways are not necessarily 
an improvement over the old ones, 
but the advertiser who is confronted 
with an apparently insurmountable 
obstacle is constantly being reas- 
sured by the fact that others are 
getting around obstacles that they 
can’t get over. 

It might have been said that dis- 
tribution couldn’t be obtained for a 
15-cent talking- machine record 
through regular music trade chan- 
nels. Perhaps not; but the Durium 
Products Corporation, as reported in 
the July 5 issue of ADVERTISING 
AGE, found the answer to its prob- 
lem by arranging for a brand-new 
type of distribution through the 
news trade, a field of 90,000 retailers 
served by 700 jobbers. 

Perhaps that isn’t the right 
answer or the final answer to its 
distribution problem, but it demon- 
strated, at all events, that there was 
a way to get the product before the 
consumer. 


The Good Humor Ice Cream Com- 
pany, of Chicago, has a patented 
chocolate-covered, ice-cream confec- 
tion. Apparently the opportunity to 
distribute through the regular trade 
did not present itself with sufficient 
attractiveness to justify this method, 
and so the company is selling direct 


from its own refrigerated trucks, 
mainly to autoists on the concrete 
highways outside of Chicago. 


As suggested, the methods adopted 
by these companies, since they de- 
parted from conventional modes of 
distribution, may turn out not to 
have been the best ones that could 
have been used, but they suggest 
that merchandising is never crystal- 
lized, and that there are constantly 
new opportunities to do the old thing 
in a different and perhaps better 
way. Short-cuts to the consumer 
may easily represent opportunities 
for reduced costs of distribution, 
lower prices and larger profits. 


In both of the instances quoted 
newspaper advertising is being used 
to acquaint the public with the new 
method of distribution, as well as 
with the quality and attractiveness 
of the merchandise. That’s part of 
the news of advertising at present— 
the story of how the product may be 
obtained and where. The consumer 
today has little time to lose wonder- 
ing how he can get the goods adver- 
tised, and hence the advertiser who 
can make clear the type and location 
of distributor is at least one up on 
the competitor who fails to get this 
part of the information across to the 
prospective customer. 


New Markets Around the Corner 


Most of the economists agree that 
in order to take up the slack in the 
employment situation, new products 
must be constantly developed, and 
new demand created for them. That 
seems a job for advertising. And it 
is good economics for every indi- 
vidual business to be constantly on 
the look-out for the new markets for 
its products, which assuredly are 
always right around the corner. 


For example, who would have 
predicted the rapidity with which 
miniature golf-courses have sprung 
up all over the country? The speed 
with which a new idea takes hold 
of the American public, as well as 
the rapidity with which American 
business men seize a new opportunity 
of this kind, is nothing short of 
remarkable. That’s why the mar- 
keter must be on the alert all the 
time to make sure that he’s not 
missing any sales opportunities cre- 
ated by new developments. 


The market opened up by Tom 
Thumb golf-courses is not merely 
for the materials which are 
needed for the construction of 
these baby courses; for example, 
a manufacturer of lighting equip- 
ment told ADVERTISING AGE that this 
has meant substantial business for 
him. The same company is develop- 
ing similar business growing out of 
the desire of the American public to 
get out in the open to have its fun, 


for outdoor sports at night demand 
adequate lighting facilities. 

Beaches, swimming-pools, archery 
courses, practice golf courses and 
even professional baseball are some 
of the activities which have given 
the manufacturers of lighting and 
accessory electrical equipment some- 
thing to think about. Those who 
have been on the job from the tech- 
nical standpoint, in adapting their 
products to the new need, and letting 
the public know, by advertising, that 
the facilities are available, are the 
ones who are getting the business. 

Nobody can tell when a new in- 
vention or an advance in technical 
developments will eliminate an old 
market—which is another argument 
for being posted as to new sales 
opportunities. The talkies created 
business for many, and destroyed it 
for others. It reduced the market 
in the moving picture theatre field 
for pipe organs, and forced compa- 
nies in this field to go harder after 
church and residence business. 

The picture theaters, in turn, are 
suffering in some sections from the 
night sport tendency. 

Today’s markets are not in status 
quo, but are constantly shifting. 
Advertising is one of the major 
forces which enable manufacturers 
to shift with them. Through it they 
can retain a mobile position with 
reference to the consumer and his 
changing requirements. 
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Information 


for Advertisers 


The following documents may be 
secured without charge by any na- 
tional advertising manager or agency 
from the companies sponsoring them, 
or through ADVERTISING AGE. 


119. National Brands vs. 
Labels. 

Survey by The New Era in Food 
Distribution, Chicago, intended to 
clarify a disputed factor in food 
retailing. It includes an analysis 
of newspaper advertising by food 
dealers, chains, voluntary chains, 
etc., together with names, brands 
and figures. 


120. Direct Selling. 

This 24-page booklet compares 
direct selling with the advantages 
and disadvantages of the conven- 
tional methods, and discusses some 
of the factors in the success of the 
Jewel Tea Company, Fuller Brush 
Company, Real Silk Hosiery Mills 
and other companies selling direct 
to the consumer. Published by Spe- 
cialty Salesman, Chicago. 


121. Selling Through Teachers. 

Normal Instructor and Primary 
Plans, Danville, N. Y., has an- 
nounced a bulletin service to begin 
this month. In addition to the usual 
market statistics, separate bulletins 
will report on such subjects as food 
advertising, parent-teacher activi- 
ties, school equipment and supplies, 
sales avenues opened through visual 
education, etc. 


122. Standards of Living. 

A national survey of Liberty 
readers by Daniel Starch designed 
to classify readers by occupation of 
heads of the family, income, nation- 
ality and number in family, owner- 
ship of property and chattels, pro- 
portion of men and women readers, 
etc. Published by Liberty, New 
York. 


123. Where You Find House Beau- 
tiful Homes. 

A booklet of eighty-two pages giv- 
ing a detailed analysis of House 
Beautiful circulation by town, city, 
county, state and trading area. Pub- 
lished by The House Beautiful, New 
York. 


124. The Recorder Outlook. 

A monthly bulletin by Arthur D. 
Anderson, editor of Boot & Shoe 
Recorder, New York, which discusses 
the economic significance of new 
trends and forthcoming articles. 
The current issue comments upon 
the greatly lengthened selling sea- 
sons, 


Private 


125. House to House Distributing: 
An Announcement. 

A 16-page booklet describing the 
technique of tying up house-to-house 
distribution of samples, literature, 
etc., with other advertising and 
dealer activities. A description of 
the improved methods in this field, 
developed to promote the interests 
of the advertiser, is included. Pub- 
lished by the Exclusive Distributors 
Association, Inc., South Bend, Ind. 


126. Strathmore Suggestion Book. 
A handsome 60-page book of fifty 
printing suggestions reflecting the 
sponsor’s conviction that direct mail 
advertising must be distinctive. The 
suggestions are indexed as to treat- 
ment, plates and kind of paper on 
which printed, the collection making 
a useful item for the advertising 
man. Published by the Strathmore 
Paper Co., Mittineague, Mass. 


21. The Hospital Field. 

An interesting analysis of the big 
hospital field and how to reach it. 
This eight-page folder indicates that 
it is necessary to use two or more 
papers to do a good job. Published 
hy Hospital Management, Chicago. 


49. American Resorts. 

A booklet of 18 pages giving a 
market analysis of the resort indus- 
try in America, in the preparation 
of which 11,000 such establishments 
were investigated. Published by 
American Resorts, Chicago. 


(Continued on Page 12) 
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Voice of the Advertiser 


Space Buyer Must 
Analyze the Salesman 

To the Editor: One of the great- 
est problems of the space buyer to- 
day is to analyze the men selling 
publications, which is frequently 
harder than analyzing the publica- 
tions themselves. 

The salesman’s résumé of infor- 
mation should be as short as pos- 
sible, as the space buyer is a busy 
man. A book giving the data in 
more detail could be left with the 
buyer for his perusal at his leisure. 

Information about a market is 
valuable, but there are times when 
a space buyer cannot give 45 min- 
utes or an hour to one man, because 
of the pressure from other direc- 
tions. 

All in all, however, I am more 
than sure that space representa- 
tives, publishers, space buyers and 
agencies are working satisfactorily 
together. 

G. R. McGIveRN 

Space Buyer, Blackett-Sample- 

Hummert, Inc., Chicago 
* * * 


An Interview Is 


Always on Tap Here 

To the Editor: The policy of our 
firm is to have some one interview 
any one who wants to interview us. 
We find in almost every case that 
we gain information of value. 

Having been a salesman myself, I 
know how people appreciate being 
extended the ordinary courtesies of 
business and I believe this policy 
has been of benefit to us in building 
up business. As a matter of fact, 
all of us are salesmen, and we find 
that the value of social contact is 
in direct proportion to the amount 
both sides put in it. 

In general, we find that if an 
agency has a definite question, space 
salesmen are glad to get the infor- 
mation. 

RoBert W. MCKNIGHT 
Pres., R. W. McKnight, Inc., 
Pittsburgh 
* ok *” 
Most Space Salesmen 
Leave When Through 
To the Editor: It is the policy of 


our agency to be considerate of pub- 
lishers’ representatives, whether 


they represent local papers or some 
from a distance. 

Naturally, we do not feel that it 
is necessary to give as much time 
to the local salesman as the repre- 
sentative who comes from a dis- 
tance. 

We have been able to gain worth- 
while information from this group, 
and except in a very few instances, 
have found that they seldom en- 
croach needlessly on the time of our 
space buyers. 

R. P. MILNE 
Milne-Ryan-Gibson, Inc., 
Seattle, Wash. 


* * 


Do Good Salesmen 
Constitute Minority? 


To the Editor: Of the many space 
salesmen we interview, the ones who 
can throw any light on the prob- 
lems of the client whose business 
they are soliciting are in the minor- 
ity. This does not mean that there 
are not a goodly number of intelli- 
gent men soliciting space. 

Many salesmen confine their talks 
to competitive discussions instead of 
trying to find out why the manufac- 
turer is going into that market, 
what he wants to accomplish, the 
status of his 


distribution, . the | 


strength of his sales organization, | 


etc. This information would enable 
the salesman to make intelligent 
suggestions. 

The writer has always made it 4 
point to see all representatives who 


call but finds that the majority con | 


fine themselves to information which 
they believe proves their paper best. 

I do not mean to disparage the 
space salesmen. I know many who 
solicit business on a really helpful 
basis. However, I believe they are 
in the minority. 


W. S. HARVEY 
Behel and Harvey, Inc., Chicago 
ok * * 


Breeze from the West 


To the Editor: Enclosed pleas 
find my personal check for oné 
year’s subscription to ADVERTISING 
AGE. 

Your publication fills a long-fé 
want for busy people, being brigh 
snappy and readable. 

E. ToOLMAN-EAST 

Director, Conoco Travel —_ 
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July 12, 1930 


WHOLE INDUSTRY 
SHOULD PROFIT 
FROM GOOD COPY 


6 -£. Refrigerator Advertising 
Explained 


Cleveland, O., July 10.—Any ad- 
vertising that in any way reflects 
discredit upon an industry is harm- 
ful to the manufacturer using it, as 
well as to others. This was one of 
the striking statements made by T. 
K. Quinn, manager of the electric 
refrigeration department of the 
General Electric Company, in a let- 
ter to the sales organization. 

Mr. Quinn re-stated the company’s 
advertising policy, indicating slight 
changes and plans for the future, 
in these words: 

“The electric refrigeration indus- 
try has come of age, and is now 
entering upon a new stage of its 
development. The convenience, econ- 
omy and health-guarding features 
of the electric refrigerator are more 
generally understood, and there is a 
widespread public interest and ac- 
ceptance of the product. Some of 
the earlier methods of exploitation 
and sale are not well suited to the 
new conditions. 

“In recent sales activities, too 
much emphasis has been placed by 
several manufacturers upon com- 
parisons of competing products as 
to the quality and quantity sold, 
even at the sacrifice of the most 
valuable asset the industry has— 
good will. If the industry as a whole 
appears to be lacking in character, 
or is discredited in the judgment of 
the public by destructive internal 
competition, every part of it must 
suffer. 

“We should be more concerned 
over the competition between our in- 
dustry and others for the consumer’s 
dollar, and there is a growing appre- 
ciation of this fact among those 
interested. 

“Our own position is now well 
established. We cannot expect to 
improve present conditions by point- 
ing to the alleged mistakes of our 
competitors, or by waiting for some- 
one else to show the way. Regard- 
less, therefore, of what others may 
or may not do, we propose to adopt 
the following policies, and we solicit 
and expect the whole-hearted sup- 
port of our entire organization. 


Kill Negative Copy 


“We shall eliminate from all ad- 
vertising copy which it is not too 
late to change, any statements of a 
negative character, and those which 
might tend to be destructive. We 
shall continue aggressive advertising 
campaigns and effective sales activi- 
ties, exploiting the features and 
advantages of our product without 
directly or indirectly reflecting upon 
any competing product. 

“All of our verbal or written rep- 
resentations are to be complete and 
convey the full facts to the casual 
reader. No statements will be made 
or advertisements worded in such a 
way that even though technically 
true, they may be misunderstood. 
We shall not countenance statements 
of a statistical character unless they 
are supported by available proof. 

“The advertising to which this 
applies includes magazine and news- 
paper, radio, sales promotion litera- 
ture, house organs, catalogues, direct 
mail campaigns, and every other 
method of presenting our product 
to the consumer, in verbal or printed 
form. Because of pending contracts 
and other difficulties, we shall not be 
obliged to change any outdoor adver- 
tising, such as posters, billboards, 
signs, etc., immediately, but all of 
this advertising must be changed to 
conform to this general program on 
or before September 1, 1930. 

“We propose immediately to re- 
view all of our sales promotion 
activities, to make doubly sure that 
derogatory or destructive remarks 
or inferences concerning competing 


ADVERTISING AGE 


ARTIST CATCHES ADVERTISING MEN 


AT GOLF — McDONALD IS CHAMP 


Gue_ie “TENNINGS - MY. 


“RUNNER-UP 


J. N. McDonald, advertising manager of the Anaconda Copper Mining Co., New York, was 
the winner of the 26th annual tournament of the summer Advertising Golf Association, 
played on the Equinox links at Manchester, Vt., June 21 to 28. He defeated Jimmy 
Travers, prominent agency man of Boston and last year’s champion, by a score of 6 and 
Charles Jennings, president of the Graham-Paige New York City 


5 in the 36-hole finals. 


, P)\ 
Ws. Sa oegy 
fe) v 
E22— Anaconna CRPERS 
ADVT. MGR, \S-THE—— 
NEW CHAMPION 


Corporation, was medalist and runner-up in the tournament. 


Walter Ostrander, president of the American Business Builders, Inc., who has been 
secretary-treasurer of the association for the past year, was elected president at the con- 
clusion of the tournament. He succeeds Lawrence Weaver, of the Hearst newspapers. 


products shall not hereafter be 
made. We have had a few cases 
where it was alleged that competi- 
tors’ products have actually been 
used by some of our dealers for sales 
purposes. 


“This is contrary to the whole 
spirit of our policy. Where pros- 
pective customers make inquiry of 
any of our sales people regarding 
any competing product, we should 
follow the sound, good-will building 
plan of respectfully referring the 
prospect to the duly accredited 
dealer handling that competing 
product, with the courteous sugges- 
tion that we are not in a position 
fairly to represent a competitor. 


To Clarify Slogan 


“Our phrase, ‘No owner has ever 
paid a cent for service,’ which is 
literally true, has been effectively 
used, and expresses a remarkable 
record of which we are proud; but 
it is open to the objection of imply- 
ing that we build nothing but per- 
fect machines. The truth is that the 
defects have been relatively small 
and we have been able to absorb 
them without making any charge 
against users. 


“We, therefore, propose to clarify 
the phrase, substituting other ex- 
pressions which are free from any 
possibility of being misleading in 
any sense. Any form in which our 
guarantee or service policy is ex- 
ploited shall hereafter be definite 
and complete as to time, conditions 
and cost. 


“As we have already endorsed the 
proposed National Electric Refrig- 
erator Manufacturers’ Refrigeration 
Code, sponsored by the Society of 
Refrigeration Engineers, which is 
soon to be endorsed by the American 
Standards Association, we propose 
without seeking any additional ad- 
vantage for ourselves, to work for 
its adoption everywhere in the 
country. 

“You have already been notified 
of the objections to advertising 
specific low down payments and 
terms of sale. Experience has 
proven, particularly in the automo- 
bile business, that very much better 
results are obtained where every 
purchaser is encouraged to pay what 
and when he can, rather than to 
feature a plan which has the effect 
of getting every purchaser to make 
the minimum down payment and 
take the longest possible time in 
which to pay. Our policy in this 
matter will continue. 

“We request that each of our dis- 
tributors immediately convey the 
substance of this letter, orally and 
by letter, to his direct organization, 
central stations, dealers and their 
salesmen. We confidently expect 


Armstrong Cork 
Adds to Line 


Pittsburgh, July 10.— The 
Armstrong Cork Company has °¢ 
been given the sales rights for 
the molded cap products of the 
Mack Molding Co., of Wayne, 
N. J., and will market them 
as “Armstrong’s Artmold 
Caps.” Armstrong will also 
develop other closures, it is 
reported. 


that a new spirit in the industry 
will grow out of the position we are 
taking, which others will also un- 
doubtedly adopt, and that our sales 
organization may devote its efforts 
to the sale of our own product, with- 
out having to fight the opposition 
of destructive industry competition.” 


Royal Salesmen 
Put on Toes by 
Reward Method 


New York, July 10.—An ingenious 
income-increase plan, developed by 
the Royal Typewriter Co., Inc., is 
causing Royal salesmen to go after 
business with great fervor. 

While the plan was developed for 
the quarter ending July 31, it will 
probably be used in the future. 

The quota plan provides: “Should 
the salesman’s total sales for the 
three months beginning May 1, 1930, 
and ending July 31, 1930, equal or 
exceed his total quota for the three 
months, he will receive additional 
compensation of one dollar per ma- 
chine for new Royal Standard type- 
writers billed and delivered during 
these three months.” 

This doesn’t sound especially vital, 
but the plan works this way: A 
salesman has a quota of 25 machines 
per month, or 75 for the quarter. If 
he sells 75 machines, he gets his 
regular compensation. If he sells 76 
machines, however, his additional 
reward is $76! 

Royal salesmen seem to think they 
may as well sell a few above their 
quota and get the increment that 
goes therewith. 


Mullins Concentrates 

The Cramer-Krasselt Co., of Mil- 
waukee, which has been handling the 
advertising of the radiator furniture 
division of the Mullins Mfg. Corp., 
Salem, Ohio, is now also placing 
copy for the boat division and the 
general stamping division. 


Basham Invades Chicago 

The Thomas E. Basham Co., ad- 
vertising agency of Louisville, Ky., 
has opened a branch in the Dail 
News Building, Chicago, with C. v. 
Dugan and J. R. Manning in charge. 


Canadian Chain Formed 


Patterned after radio chains in 
the United States, the Canadian 
Broadcasting System has been 
formed to provide a national service 
to advertisers. Station CKAC (La 
Presse), Montreal, and CKNC (Can- 
adian National Carbon Co.) Toronto, 
are key stations. 


Cole & Breck to Expand 


Cole & Breck, Ince., recently 
formed in New York to specialize in 
retail radio advertising, will expand 
in the near future, it is announced. 
The company is serving five New 
York and Brooklyn stores in a daily 
half-hour broadcast under the title 


A. D. V. Expands 
The A. D. V. Advertising Co., 
New York, has added a number of 
experts. Jules Lippit has become 
executive art director, coming from 
the Decorative Art Company. George 
Pearlman is manager of the direct 
mail and advertising production de- 
partment, after thirteen years in the 
same work with Gimbel Brothers. 
Arthur Myles Dunbar is now 
director of the agency’s copy de- 
partment. He also comes from the 
retail field. 


Returns to Oil Field 


William Polje has become adver- 
tising manager of the Louisiana Oil 
& Refining Co., Shreveport, La., 
coming from the Rogers-Gano Ad- 
vertising Agency, Tulsa, Okla. 

Mr. Polje has been with the Tide- 
water Oil Sales Corp., New York, 
and has also served as marketing 
counsel with the General Outdoor 
Advertising Co. 


Gardner with Agency 

J. Baxter Gardner has resigned 
as advertising manager of the Spar- 
tan Aircraft Co., Tulsa, Okla., to 
join the Rogers-Gano Advertising 
Agency, of that city. 


RUPERT HY THOMAS 


Is the architect 
a salesman? 


Yes—if you give him the 
sort of facts he wants 
about your product. 


No—if you think your 
consumer advertising writ- 
ten to educate the man on 
the street “covers” him. 


The architect prefers to 
specify products known to 
the layman, provided the 
manufacturer has taken the 
trouble to “sell” him as 
well. 


Rupert Thomas, -4dvertising 
11 W. 42nd St., New York 


An agency specializing in build- 
ing materials and equipment 


of “Your Reporter.” 


i) 


——— 
——— 
a 


( Sie 
vans 
=> & 


Spen 


eS 


= 


= by Readers of the 
> Wisconsin News 


ON DOLLARS 
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plenty” to manufac- 
turers and merchants 
who make the effort 
to cover this over- 
two-hundred- million- 
dollar WISCONSIN 
NEWS market. Nat- 
urally, it must be cul- 
tivated through the 
\ NEWS. 


rf veritable “thorn of 


To Cover 
Adequately 

the : 
Two-Newspeper 
Milwaukee 
Market... 
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|" You Need the News” | 
_ ‘WISCONSIN NEWS © 
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ADVERTISING AGE 


New “Economist” Out 

Dry Goods Economist, of New 
York, appeared in its new form with 
the July issue. Harlan J. Wright, 
general manager of the 84-year-old 
paper, said that the chief function 
of the paper will be to “give with 
measureable precision the advance 
timing of merchandise distribution.” 


Magee Loses Mother 
Mrs. Dora Magee, mother of Alvin 
R. Magee, national advertising man- 
ager of the Lowisville Courier-Jour- 
nal and Times, died in that city 
July 5, following an accident June 4. 


Marphy in Louisville 

Carroll Dean Murphy, Inc., Chi- 
cago agency, has opened an office at 
Louisville, Ky., in charge of M. 
Lawrence Aronson. 


No. 1 


IN A SERIES OF 
Information Bulletins 


ON THE ARCHITECTURAL PROFESSION 


7 


HE architect, like the 

members of other 

learned professions, will 
not tell you about himself— 
what he is and what he does. 
Partly through his innate 
modesty, partly his disinclina- 
tion to talk about himself, 
and largely by reason of his 
ethical inhibitions, the archi- 
tect leaves the story untold. 


We have come into rather per- 
sonal touch with this man, 
the architect, by reason of the 
fact that we publish for him, 
a professional magazine and 
many of his architectural 
books. As interested bystand- 
ers, perhaps we may be per- 
mitted to tell his story to the 
public. It is not a long story, 
but it is too long for this col- 
umn. We have, therefore, put 
it into a little booklet, ‘‘This 
Man the Architect,’’ which 
we shall be glad to send upon 
request, without charge, to 
any one who is interested. 


Publishers of 


ARCHITECTURE 


— the professional journal —and 
of books on architecture 


CHARLES SCRIBNER’S SONS j 
597 FIFTH AVE., NEW YORK J 


I 
J 
3 
] Please send without charge a copy of : 
‘This man the Architect’ J 


a 


Copy Simplicity 
Cardinal Virtue, 
Agency Believes 


New York, July 10—‘Slow down 
the band-wagon—the elephants can’t 
keep up!” 

Under this title, Ruthrauff & 
Ryan, Inc., advertising agency, has 
issued a booklet warning advertis- 
ers that the mentality of the average 
man and woman is much lower than 
is generally assumed, and urging 
the virtues of simplicity in talking 
to the masses. 

It points out that advertisers and 
others concerned with distribution 
are prone to regard friends and 
associates as average, while “the 
very fact that we are far enough 
up the scale to be concerned with 
such problems precludes the possi- 
bility of our being representatives 
of the average.” 

According to Ruthrauff & Rvan, 
people in general have incredibly 
primitive and ordinary tastes in art, 
literature, foods and entertainment. 

The booklet pointed out that the 
newspapers, with their almost un- 
erring knowledge of features of the 
widest appeal, turned to comic strips 
as the one unfailing source of cir- 
culation, and it endeavored to ana- 
lyze the reason for the popularity 
of the strip. 

“For one thing they are simple 
in both form and subject matter,” 
it pointed out. “They make for 
quick reading. A flash at each pic- 
ture and the heaviest intelligence 
may grasp the point in an instant. 
No subtleties retard the flow of the 
basic idea. They are never cluttered 
up with symbolism or classical illu- 
sions. They make no pretenses, but 
present what they have to offer in 
a form that leaps to the eye and to 
the mind. 

Making It Easy 

“They begin at the beginning— 
one does not have to wade through 
any lengthy preamble to find some- 
thing that stirs interest. Both from 
a standpoint of art and ‘idea, they 
are stripped down to essentials. Ir- 
relevant material is rigorously ex- 
cluded—and nothing is left undone 
to keep them free from the peril of 
any sophistication which might nar- 
row the influence they reach.” 

If anyone harbors any lingering 
doubts about what is going on in 
the average mind, let him talk to 
the manager of any news syndicate, 
suggests the book. He knows why 
the discovery of the Dakin solution 
was worth 15 lines, while the Halls- 
Mill trial caused 12 million words to 
go over the wires. 

Again, the death of President 
Eliot, of Harvard, was the signal 
for half a column, compared with 
whole pages for Rudolph Valentino. 

In the days of silent pictures, 
subtitles were shown at the rate of 
135 words a minute, although the 
educated person reads nearly 300 
words a minute. 


Shay Leaves Shanklin 


W. J. Shay has resigned as vice- 
president and general manager of 
the Shanklin Mfg. Co., Springfield, 
Ill., effective August 1. Mr. Shay 
is best known in the automotive field 
through his former work as assist- 
ant sales director of the Champion 
Spark Plug Co., Toledo, and sales 
manager of the automotive division 
of the Columbus McKinnon Chain 
Co., Columbus, Ohio. 


“Aw, Go Buy a ‘Globe’!”’ 

Miss Helen Seevers, once the sub- 
ject of a short sketch in ADVERTIS- 
ING AGE as a successful St. Louis 
advertising woman, will receive the 
same treatment from the St. Louis 
Globe-Democrat, July 13. The story 
in the magazine section will be 
headed, “She Is Making a Go of Her 
Own Advertising Agency at the 


Absurdly Youthful Age of 28.” 


Deny Radio Monopoly 

Answers have been filed denying 
the charge of the Department of 
Justice that a monopoly exists in 
the radio field. The defendants are 
the Radio Corporation of America, 
American Telephone & Telegraph 
Co., General Electric Co., Westing- 
house Electric & Mfg. Co., and 
others. 


Byrnes Tells How to 
Measure Duplication 


Asserting that the newspaper ad- 
vertiser’s immediate opportunity to 
stretch his budget lies in a more 
accurate measurement of the dupli- 
cation of circulations, W. J. Byrnes, 
manager of the business survey and 
research department of the Chi- 
cago Tribune, addressed the Chicago 
Financial Advertisers at the Palmer 
House July 9. His subject was 
“How to Make the Budget Go Fur- 
ther.” 

Mr. Byrnes said that the use of 
two newspapers, issued simultane- 
ously, in the same city, may be as 
wasteful as sending two identical 
sales promotion letters to the same 
prospect on the same date. In other 
words, the advertiser must learn to 
differentiate between duplication and 
repetition. The former is often un- 
derestimated. 

“Newspapers are merely 
means through which we _ reach 
markets,” said Mr. Byrnes. “Hence 
a discussion of duplication might 
well be confined to duplication of 
readers, rather than of copies of 
the newspapers.” 

He said that the advertiser who 
had not considered duplication care- 
fully probably would subscribe to 
this premise: 

“If 400 persons read Paper A and 
500 read Paper B, and 300 read both 
A and B, the duplication would be 
33% per cent.” 

As a matter of fact, he pointed 
out, the duplication among readers 
in such a hypothetical case would 
be 50 per cent. The error is made 
in overlooking the fact that though 
900 copies are involved, the number 
of persons is only 600. 

This differentiation may be cx- 
plained as follows: 


the 


Readers 
exclusive readers of Paper A 
(400 minus 300). 
exclusive readers of Paper B 
(500 minus 300). 
exclusive readers of both papers. 


100 


total readers. 


Copies 
copies of Paper A sold to per- 
sons reading it exclusively. 
copies of Paper B sold to per- 
sons reading it exclusively. 
copies of Paper A sold to per- 
sons reading both A and B. 


300 copies of Paper B sold to per- 
sons reading both B and A. 
900 total copies. 


Mr. Byrnes expressed this situa- 
tion in figures as follows: 
400 readers of Paper A (100 plus 
300). 
readers of Paper B (200 plus 
300). 


500 


900 
300 readers of both papers. 
600 net readers. 
300 duplication. 
50 per cent duplication among 
readers. 
Mr. Byrnes said that surveys 


would enjoy more acceptance among 
advertisers if their limitations were 
stated at the outset. The first rep- 
resentative sample of The Literary 
Digest poll on prohibition, however, 
was confirmed by subsequent fig- 
ures. In like fashion, each of the 
80 Chicago Tribune surveys has 
substantiated preceding ones in 
salient characteristics. 


Hodge-Podge of 
Laws Hampers 
Outdoor Field 


Washington, -D. C., July 10—State 
laws governing advertising on high- 
ways constitute a veritable hodge- 
podge, according to an investigation 
just concluded by the United States 
Bureau of Public Roads. These reg- 
ulations, in most cases, appeared to 
have “just grown up,” without any 
uniform basis. 

The laws of four States—Con- 
necticut, Nevada, New Mexico and 
Utah—require that all advertising 
signs be placed certain distances 
from public highways. Thirteen 
States either require that advertis- 
ing agencies be licensed and collect 
an annual fee for each sign, or im- 
pose a tax for each sign. In most 
cases they require permits, to the 
applications for which must be at- 
tached the written consent of own- 
ers of property on which signs are 
to be erected. Applications, as a 
rule, must state the sizes of signs 
and proposed locations. 


Connecticut levies a license fee of 
$100 a year, and an annual permit 
fee varying from $3 for each panel of 
300 square feet or less to $9 for 
those between 600 and 900 square 
feet: Vermont collects an annual 
fee of $25 and levies an annual tax 
ranging from 50 cents for each 
panel or separate display of 6 to 15 
square feet to $9.25 for 550 to 600 
square feet, increasing the rate 75 
cents for every additional 50 square 
feet. 


North Carolina Method 

A license fee of $10 is collected in 
North Carolina from agencies for 
signs outside incorporated towns and 
cities. In cities the fees are based 
on population and vary from $10 for 
less than 5,000 inhabitants to $100 
for more than 35,000. 

After January 1, 1931, every out- 
door advertising agency in New Jer- 
sey will be required to secure an an- 
nual license from the commissioner 
of motor vehicles and pay an annual 
fee of $100, and an additional fee of 


3 cents for each square foot of dis- 
play. 

Nebraska requires a State per- 
mit for advertising signs and col- 
lects a fee of 25 cents to $5 for each 
sign. No sign may have a surface 
area of more than 10 square feet. 
Similar fees are assessed by other 
States. 

Seventeen States forbid the erec- 
tion or maintenance by advertising 
agencies upon private property of 
any commercial advertising sign 
without consent of the owner and 
impose a fine of $5 to $200 or im- 
prisonment of five days to one year 
for violation. 

The laws of 19 States prohibit 
signs on ‘public highways under 
State control and most of them 
stipulate fines from $5 to $500 or 
imprisonment of from 10 to 90 days 
or both. 

In 20 States, advertising signs are 
not permitted upon any highway 
without consent of proper officials, 
and in some States a fine of from 
$10 to $500 is imposed for violation. 
The laws of 11 States prohibit the 
erection on any highway of any 
danger or direction sign bearing 
commercial advertising. 


St. Louis Organizes 

J. Carr Gamble has been ap- 
pointed chairman of the committee 
on constitution and by-laws of the 
Advertising Club of St. Louis, other 
committee chairmen being: 

Educational and _ employment, 
Joseph A. Maxwell; departmentals, 
Al Rose; industrial, Oliver A. Life; 
house, F. C. H. Stevens; convention, 
Percy Gash; Professional Artists’ 
Association, George Leonard Shultz; 
public affairs, Vincent Carroll. 


“Woman’s Voice” Appears 
Woman’s Voice, the monthly paper 
of the Catholic Daughters of Amer- 
ica, has appeared in New York, suc- 
ceeding the Herald. The new paper 
will reach 200,000 members of the 
organization and 35,000 juniors. 


New One for Fairfax 

General magazines, newspapers 
and trade publications will be used 
by the H. W. Fairfax Advertising 
Agency, New York, for the Health 
_— Apparatus Co., of that 
city. 
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Butchers Turn 
to Legislation 
to Stem Tide 


Detroit, July 10—While the gale 
of quick-frozen foods is still in the 
experimental stage, butchers of 
Minneapolis are taking no chances, 
They have secured the passage of 
an ordinance prohibiting the sale of 
meat in stores not equipped with 
walk-in coolers. This bars the chan. 
nels of distribution for quick-frozep 
meats used by the General Foods 
Corporation in its test campaign jp 
Springfield, Mass. 

Electric Refrigeration News de. 
scribed the Minneapolis situation as 
follows in its Refrigerated Food 
Section: 

“The reasoning back of the action 
was stated frankly by Karl Witt, 
formerly secretary of the Meat 
Dealers’ Retail Association. Declar- 
ing that the butchers had been fore- 
handed in persuading the council to 
pass the ordinance he said: 


“*We desired to protect the busi- 
ness of the butchers. We found that 
anybody put the new quick-freeze 
package on sale, candy shops, drug 
stores, etc. We didn’t object to the 
package but didn’t want every Tom, 
Dick and Harry to go into the busi- 
ness. We figured that anybody that 
would go to the expense of putting 
in the ice box proposed in the ordi- 
nance really wanted to go into the 
meat business. Therefore we pro- 
posed the amendment.’ 


“When the ordinance was _ first 
proposed it was referred to the com- 
mittee on ordinances and legislation, 
No one appeared in opposition to 
the ordinance and it was hurried 
through the council by unanimous 
consent. 


“A few days later Mayor William 
F. Kunze signed it, and as long as 
it remains in force, the progressive- 
minded citizens of Minneapolis who 
are anxious to have an opportunity 
to purchase quick-frozen meats will 
have to persuade their butchers to 
stock them or go without.” 


American Stove 
Has New Line-Up 


Lorain, Ohio, July 10.—The ‘Amer- 
ican Stove Company has announced 
a complete change in the organiza- 
tion of its selling and distribution 
methods, “to meet new buying habits 
which have been formed by the con- 
sumer and dealer.” 


The policy also takes into consid- 
eration “the consumer’s _ selective 
habits resulting from advertising 
and the dealer’s demands for prompt 
and frequent deliveries.” 


Salesmen’s territories have been 
reduced, and the sales organization 
augmented to permit salesmen to 
maintain closer contact with the 
trade. 


The United States and Canada 
have been divided into seven sales 
districts, each under a manager with 
salesmen to handle all gas-burning 
appliances produced by the com- 
pany. The district sales offices are 
located at Cleveland, Philadelphia, 
Long Island City, N. Y., Atlanta, 
Chicago, St. Louis, and San Fran- 
cisco. 

Stanley E. Little, vice-president in 
charge of sales, will have his head- 
quarters in Cleveland, while Irvin 
W. Peffly, manager of the export 
division, will work from Long Island 
City. H. C. Fritz, manager of the 
custom-built range sales department, 
also will direct activities from 
Cleveland, while Thomas Rath, vice- 
president and director of publicity, 
will be located in Lorain. 


Indianapolis Honors Ryan 


Horace E. Ryan, charter member 
of the Advertising Club of Indian- 
apolis, and only survivor of the 
group that organized the club, was 
presented with a testimonial, signed 
by the officers, at a recent meeting. 
The document is bound in leather 
and gold. 
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St. Louis Club 
Presents Cups 


for Good Work 


St. Louis, July 10—Five annual 
awards of cups add zest to the 
activities of the Advertising Club of 
St. Louis. Hale Nelson, the new club 


Hale Nelson and the Scruggs, 
Vandervoort and Barney cup 
which he won. 


secretary, is this year’s winner of 
the Scruggs, Vandervoort and Bar- 
ney cup for his outstanding service 
on the Tuesday meetings committee 
and as a member of the publications 
committee. 

The famous Barr award went to 
George Leonard Schultz, president of 
the Professional Artists’ Association, 
for the organization of that body 
and for his conduct of art day 
programs. 

V. A. McGrath carried off Nugent’s 
award for meritorious work as chair- 
man of the publicity committee and 
as a member of the Tuesday meet- 
ings committee. 

The Stix, Baer & Fuller award 
went to W. C. Hornaday for his con- 
structive work as chairman of the 
production departmental, among 
other contributions. 

Finally, Douglas . Martin, Jr., 
new first vice-president of the club, 
carried off the President’s cup, 
awarded to the member who has 
been most helpful to the club presi- 
dent during the year. 


Joins Foreign Service 


of Erwin, Wasey & Co. 

E. B. Spurr, formerly with the 
McGraw-Hill Pub. Co., has joined 
Erwin, Wasey & Co., and will shortly 
sail for Europe. 
The agency is now handling the 
account of the British Toledo Scales 
Co., Ltd., from its London office. 
Its Berlin office is handling the 
advertising of the German motor- 
cycle, Zundapp 
Justin R. Weddell, of the agency’s 
foreign service, is spending a month 
in this country. 


Joins Radio Company 

Henry A. Hutchins has become 
sales manager of the National 
Union Radio Corp., New York. He 
is best known for his work with 
Kolster. 

The National Union is concluding 
arrangements for warehousing fa- 
cilities in New York, Chicago and 
San Francisco, which will give job- 
bers 24-hour service. 


Australian Agent Here 


Frank Goldberg, governing di- 
rector of the Goldberg Advertising 
Agency, Ltd., of Australia and New 
Zealand, is in New York to interest 
American manufacturers in estab- 
lishing Australian branches. He 
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Plan Campaign on 


Smith Marine Paint 
Edward Smith & Co., Long Island 


City, N. Y., have appointed Reimers 
4 Whitehill, New York, to handle 
the 


advertising of their marine 
paints and varnishes. A_ general 
campaign to boat builders, dealers 
and owners will precede foreign 
advertising. 


Directs Capper Research 
Miss Helen Somerville has been 
appointed director of the bureau of 
research and market analysis of The 
Capper Publications, Topeka, Kan. 
Miss Somerville, who will make Chi- 
cago her headquarters, has been with 
the Pittsburgh office of Capper- 
Harmon-Slocum, Inc., and was for- 


No Laws Needed 
in Westchester 


New York, July 10—That closer 
co-operation between civic organiza- 
tions and the outdoor advertising 
fraternity will eventually eliminate 
the necessity for state laws govern- 
ing the latter, was the opinion ex- 
pressed by A. P. Schell, director of 
public relations for the General 
Outdoor Advertising Company. 


Mr. Schell made this statement 
just before starting on a tour of 
Westchester County with the West- 
chester County Conservation Com- 
mission, to survey the community 


merly with the Dakota Farmer. 


and remove any objectionable ad- 


vertising matter. Mr. Schell made 
the trip as the representative of the 
Outdoor Advertising Association of 
America. 


This co-operation with the Con- 
servation Commission has proved 
notably satisfactory, in ridding the 
county of a large number of adver- 
tising signs placed by “snipers.” 


Lithographer Merges 


The Consol-I. B. M. Corporation 
has been formed in New York to 
acquire the Consolidated Lithograph- 
ing Company and the International 
Banding Machine Company. The 
latter owns patents covering the 
placing of paper bands on cigars and 
has machines in many cigar fac- 
tories in this country. 


Joins Department Store 

Ralph G. Herrin has become ad- 
vertising manager of Manchester, 
Robertson, Allison, Ltd., department 
store of Saint John, N. B., in charge 
of newspaper copy. 


New Montreal Agency 

Agence d’ Information et An- 
nounces (Information and Advertis- 
ing Agency) has begun business at 
10 St. James St., Montreal. Claude 
Bourgeois is president. 


Named Art Director 
Verne F. Hobbs has become art 
director of Freeze-Vogel-Crawford, 
Inc., Milwaukee agency, with com- 
cased supervision of layout and art 
work. 


America NOW COMES TO 


CLEVELAND’S PUBLIC SQUARE 


Central Serves 
by Centralizing 


You can completely cover the compact 
North Ohio market with strategic economy 
and rapid effectiveness, because the 
leading outdoor display companies of 
the district have co-ordinated and con- 
centrated their forces by the formation 


Company, Inc. Central now includes the 
well known properties and facilities of 
The Harry H. Packer Company, (Cleve- 
land) General Outdoor Advertising 
Company, (Cleveland and Toledo) the 
Toledo Poster Advertising Company and 
the Bond Outdoor Advertising Company 
(Toledo). There is a Central plan for your 
business—a plan you should have at 
once if you are going to tune in with the 
forward tempo of the great market now 
advancing under Cleveland leadership. 


will next go to Europe. 


of the Central Outdoor Advertising: 


— Opening of Cleveland's New 
Terminal Opens New Oppor- 
tunities to Alert Advertisers ... 


The new gateway to the great triple million Northern Ohio market swung 
into action on Saturday, June 28th, with the opening of Cleveland's 
$120,000,000 Union Terminal. 


Coincident with this event, Cleveland's Public Square becomes the thorough- 
fare for a half million people a day. 


This is now the focal point for more than a hundred railroad trains daily. 
A vast network of bus lines and interurban lines also centers at the Square. 


In this impressive renaissance of the Cleveland Public Square, a new era 
of concentrated activity is created. The audience that congregates here 
every day represents the vital, moving force of the entire North Ohio 
region, covering within the radius of a hundred miles the forward minded, 
progressive and prosperous Northern Ohio market with its three million 


populace accustomed to high standards of living. 


The typical Central Outdoor display shown in the above view of the square, 
emphasizes the unique position Central is in to speak for you to the great 
market that now pulsates daily through the revitalized heart of Cleveland. 


THE CENTRAL OUTDOOR ADVERTISING COMPANY, 
1028 Carnegie Avenue, Cleveland, Ohio - 


INC. 


320 Vance Street, Toledo, Ohio 
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significant developments in all 
branches of advertising. 
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which will probably be gathered 
from about 10 stores in St. Louis, 
including chain store units, it is 
planned to select one or more stores 
recognized as very high class and 
successful independent outlets which 
will be studied as examples of good 
merchandising. 


Among Those Present 

The organizations lending their 
efforts to the work include the 
American Association of Colleges of 
Pharmacy, American Bottlers of 
Carbonated Beverages, American 
Drug Manufacturers Assn., Amer- 
ican Manufacturers of Toilet Ar- 
ticles, American Pharmaceutical 
Assn., American Pharmaceutical 
Manufacturers’ Assn., Clock Manu- 
facturers Association of America; 


Coca-Cola Bottlers’ Assn., Drug- 
gists’ Research Bureau, Eastern 
Soda Water Bottlers’ Assn., Federal 
Wholesale Druggists’ Assn., the 
Glass Container Assn., International 
Ice Cream Manufacturers’ Assn., 
Master Photo Finishers’ Assn., Na- 
tional Association of Manufacturers, 
National Association of Boards of 
Pharmacy, National Association of 
Retail Druggists, National Chain 
Stores Assn.; 

National Commercial Fixtures 
Manufacturers Assn., National Con- 
fectioners’ Assn., National Confer- 


research and merchandising work 
for the promotion of the industry. 
The wholesalers indicated their in- 
terest in this project by providing 
that if the Institute is not in opera- 
tion in one year, the fund may either 
be returned or used for promotion of 
the wholesale branch of the trade, at 
the discretion of the executive com- 
mittee. 

“Regardless of the action taken 
by other branches of the industry,” 
said A. C. Becken, retiring presi- 
dent, “I feel it is necessary that we 
wholesalers set our own house in 
order and be prepared either to sup- 
port the proposed Jewelry Institute 
of America, or create our own fact- 
finding and fact-disseminating or- 
ganization.” 


Elected by Electroplaters 
George Gehling, of Philadelphia, 
was elected president of the Ameri- 
can Electrotypers’ Society at its 
Washington convention. The 1931 
meeting went to Rochester, N. Y. 
R. J. O’Connor, of Bridgeport, 
Conn., was elected first vice-presi- 
dent; Raymond Lopez, Rochester, 
second vice-president; H. A. Gilbert- 
son, Chicago, secretary-treasurer. 


Has Perfume Account 
Benton & Bowles, New York 
agency, have been given the adver- 


ence on Pharmaceutical Research, 


tising account for Lentheric per- 
fumes and cosmetics. 


WE....are the ONLY Naval Publication 
that Teaches BOTH Officers and Men. 

. New York Chicago 

i) 246 Fifth Ave. H. W. Calderwood 
| S.J. Scott 5652 Augusta St., Aus. Sta. 


pee UNITED STATES MANY WEEKLY 
oTis BLD 
wasr Maran, 


on i 
NAVJox#® The Navy's TABLOID ‘NEWSPAPER 


Electrotypes 
Stereotypes 
Matrices 


Typography 


WESTERN NEWSPAPER UNION 


NEW YORK CITY CHICAGO 
310 East 45th St. 210S. Desplaines St 


and 34 other cities 


ADVERTISING AGE July 12, 1939 
SELLS STEEL BY LETTERS oe - - eaten 
An = age meng but oh being done. ’ 
his p s ou can use, | 
yon 3 t this. = well a. over ‘100 other plans DRUG ’ INCORPORATE D 0 t 
digested for you in Selling Aid Digest each A HOLDING COMPANY 
: month. It gives you the meat of current Formed March 2.1928. through consoldation of Umted Drug Co. and Sterling Products, Inc ‘spews 
fe magazine articles in 15 minutes of reading. . Lous K Liesert , Chormon of Boord  G.M.Gares, Vice (harmon 
Sample—filled with ideas—free. H Diesoro Pres oy yo Manager McKe 
Ly * Ny A Ny 
FLINT McNAUGHTON — . | well for 
78 E. Madison Street CHICAGO f | | year an 
€ 
wan UNITED DRUG, COMPANY STERLING, , PRODUCTS, INC. | a7 651 
< oo i De scarchysed cco SE cemmtisenmsqunen. . - 000 in 
THE LETTER SHOP, Inc. nomtsne ane” om wr ES semaines eluding 
Addressing, Multigraphing, r T — — — 7 dent F 
Mimecgraphing, tadicidual [MANUFACTURE | RETAILING | — | DISTRIBUTION | | DistriBuTION | [MANUFACTURE | [iNTERNAL SERVICE] invento 
4 ~ I pe 
PE ” ess-sese BOOS Wi LOUIS K LIGGETT CO. ee BAYER CO || [CHAS H. PHILLIPS tions, 
Dearborn 8t : Chicago, DL tye of Stationery 00st it av Svcanany 10,000 Wess a vs a Raper ai eteeen agp turn in 
440 Bo. ” 6 save uted On ee REXALL AGENCIES {e ma ore "es Magneme parentsca ’ 
ceo — zed Now 7.1909 a ‘om sty | (ae yn cg Sy b-med tering Pad eesti 
——a * _lostues | [Provmerany ye te women Incre 
mare ORG CO e H AGENCIES LTO oe aaa — eign W 
J General Of fices ' peeneans o> onete CHICAGO KL SAN 
REDUCE YOUR COST Wr Sa Alin Ado S. New Wt. 8Y FSR E S| is creer | the ta 
OF SELLING [rier pest Cats, cw 1 censsciats wy ff | navnceert nisi their 
Sees Deter eae cea | - = Ss for dec 
pabtintes cantioponc since eT ee is entirely UNITED DRUG san ne } ban Paicise “* Cnes . Nation 
devoted to Direct Mai fevertistng on FS ing. Co.LTD Sa : , 
Tells how to reduce selling cost il of sound rmtony ' - TOR 5 first To 
business py yt 0 oe. € yt A et MAy DRUG CO ; BRISTOL: MVERS CO |[vick CHEMICAL CO Migr oF no. dent 
FS satisfied. Send 25¢ for sample copy. ORONTO penn Braham ‘ ress A ~~ So tapatue Mtgrs of Vicks Vaporub 2 ask " er pale | hief 
68 35th Street|| | ' ingrams Showing Crem chiet, 
Postage and Brooklyn, N. Y. : Sa | B= aOR | the 19 
OR ORUC CO. 1 fae i atewsaom 6: ee | elle 
nN "i WESTERN Us. ' = T } red 
SAN oY Q ae ‘ "* aoa! + ape on 3 
auioe To : ee can 
BOOTS PURE DRUG sons ill i 
COMPANY LTO DRUG INC. ~ still 1 
Prpared chy ELLs RICHARD IND OILCO. ||[ MUMMFGCO] ferent 1930 r 
Te Aiserican ‘Piraggist siya 0! Drm pa arha smi al] Mire of Mum ote which 
OO =" scsi Roe | PN | [ere ized. 
5O, years: 
3 TBS RIBERS ber 3 
ber 31 
gest ¢ 
Style Sources _ — . —— he 
Women's Wear Daily —American Druggist bettie 
0,000 . 
i i . S a- ° $1, t 
1I5 uy More Papers 7 ; National Gift and Art Assn., Na-| Washington Club Install 
% c a ‘: oe _ St. Louis Picked tional Wholesale Druggists Assn., The Ad ies Club of W " Comy 
R FAD a S ORSONCRE pagers, - Rubber Manufacturers’ Assn., West- |. e Advertising Uiub 0 ash- share 
operating in Kentucky, has added Ss a oratory a tae - and the| ington, D. C., has installed its new rea 
g the Bracken County News, Brooks- — ectioners Assn., and the| tof, headed by James W. Hardey, P t 
ville, and the Winchester Democrat for Drug Survey Proprietary Association. president. J. B. McCann is vice. ved 
Se to its string. president; Ollie Grimes is secretary, figur 
* and Harry Garrish, treasurer. J. T. it 1s | 
Washington, D. C., July 10—an-| Jewelry Jobbers Chambers, is president of the diss] gms 
Heads B. B. Bureau nouncement that St. Louis has been Bl T l f Columbus is managi li ; F 
= : 4 8 ging director. 
NewYork Azariah Graves has become man- — Po .—— Pano pred aze ral or Ge 
ager of the Better Business Bureau |10r & study of retail drug store ° oem ; 
SEast 13% Street. of Louisville, Ky., succeeding Cary] | problems” in a survey to begin in New Institute -& 
Spiller, resigned. October, and to cover a year’s time, Elect New Officers oo 
is given emphasis by an imposing New York, July 10.—Formation With the installation of Claude are | 
list of organizations who depend] of the Jewelry Institute of America| Schaffner as president, to succeed buye 
upon retail drug stores for sales out-| wij) be facilitated by the National | Arthur V. Geary, the New Haven st 
lets and who are co-operating in the} wholesale Jewelry Trade Associa- (Conn.) Advertising Club has closed “ 
plan. : its fiseal year. John H. J. Adams is wri 
tion, formed by the merger of the| |: einen: ©. tout Joh back 
The survey will be conducted by | National Wholesale Jewelers’ Asso- pend. csncaey " nad Se roe | Chideev’ stoel 
. ! the Department of Commerce in co-| ciation and the Wholesale Jewelry ent ey -_ _— ei 
Subscribe Now! operation with the National Drug} Trade Association. Other branches 5 M 
Store Survey Committee. Robert L.| of the trade are expected to co- pan: 
Lund, vice-president of the Lambert | operate in the Institute plan. allo 
Pharmacal Co., St. Louis, is chair-| The new organization will raise) .Chumasero Promoted a 
man of this committee. $225,000 at the rate of $75,000 a R. E. Chumasero, Jr., has been fal 
s 8 The survey will include these five| year, members being assessed ac-| appointed vice-president and a di- tons 
major classes of information: (1) | cording to the ratings of the Na- rector of Henry Maillard, Inc., Long 
ver isin ~g retail costs; (2) retail processes and | tional Jewelers’ Board of Trade. | Island City, N. Y., but will continue 7 
store arrangement; (3) wholesale| Those rated at less than $100,000 ee and ties agg 4 = = 
: i 2 : ¥ . sero was formerly wi e 
WSPAPER OF ADVERTISING and manufacturing costs; (4) study | will pay $200 a year, the scale run 
es Tree Hawe - of credit conditions and causes of | ning up to $1,000 annually for those | !4fe Saver Company. 4 
business failures; and (5) market | rated over $750,000. $2. 
survey. The Jewelry Institute of America, ADVERTISE IN abl 
will keep you posted on the In addition to the information| i{ formed, will engage in extensive The Navy’s Greatest Publication ( 
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July 12, 1930 


a Proof 


o the Pudding 


McKesson & Robbins, Inc., did 
well for the first four months of the 
year and expect to do better for the 
other eight. Sales for 1930 were 
$47,657,000, compared with $46,904,- 
000 in 1929, these figures not in- 
cluding eight subsidiaries. Presi- 
jent F. D. Coster said that retailers’ 
inventories are at a low ebb and 
“with an improvement of condi- 
tions, there should be a sharp up- 


turn in sales.” 
* * * 


Increased competition from for- 
eign watch makers who anticipated 
the tariff revision by augmenting 
their shipments is blamed in part 
for decline in net profit of the Elgin 
National Watch Company for the 
first four months of the year. Presi- 
dent DeForest Hulburd, Elgin’s 
chief, said in his 1929 report that 
the 1922 tariff was inadequate as 
far as the watch industry is con- 
cerned. 

* * * 

Canada Dry Ginger Ale, Inc., is 
still increasing its volume, and its 
1930 net is estimated at $8 a share, 
which will be a new peak, if real- 
id. The figures for preceding 
years: 1929, $7; 1928, $6.10; 1927, 
$5.07. The fiscal year ends Septem- 
ber 30. The company had the big- 
gest day in its history June 30 when 
137 carloads, or more than 2,000,000 
bottles, were shipped. 

* * a 

For the five months ending May 
31, the Underwood - Elliott - Fisher 
Company earned more than $3 a 
share, or approximately 25 per cent 
in excess of dividend requirements 
for the first half-year. While this 
figure is not as large as for 1929, 
itis in excess of 1928 earnings. The 
company is in a strong cash posi- 
tion. 

* * * 

General Foods Corporation is giv- 
ing employes an opportunity to ac- 
quire stock at $50 a share, with the 
proviso that instalment payments 
are not to exceed 20 per cent of the 
buyer’s salary. The offer closes Au- 
gust 1. Until further notice, for 
four years the corporation will buy 
back at the purchase price any 
stock purchased under this plan. 

* * * 

May figures of the Pullman Com- 
pany indicate that the lower rates 
allowed for sections occupied by 
single passengers thus far have 
failed to check the decline in its 
transportation revenue. 

* * * 

The Procter & Gamble Company 
has declared a quarterly dividend of 
60 cents on common stock, placing 
it on a $2.40 basis, compared with 
$2 heretofore. The dividend is pay- 
able August 15. 


Hearst Will Diffuse 
Ownership of Stock 


The announcement that Hearst 
Consolidated Publications, Inc.,, will 
offer 2,000,000 shares of stock, of 
Which 400,000 are reserved for offi- 
cers and employes, indicates that the 
diffusion of ownership which has 

n found successful by many ad- 
vertisers is being adopted in the 

| publishing field. 

The eleven papers involved in the 
new plan are the New York Eve- 
ung Journal, Chicago Evening 

merican, Pittsburgh Sun - Tele- 
graph, Detroit Times, San Francisco 
zaminer, San Francisco Call-Bul- 
letin, Oakland Post-Enquirer, Los 
Angeles Examiner, Los Angeles 
Herald, Seattle Post-Intelligencer 
and the American Weekly. Average 
farnings for the last four years 
have been $11,017,873. 

The stock is being offered at $25 
a share. 


Anderson Issues 
Representatives’ List 


The ©. J. Anderson Special 
Agency, of Chicago, has issued its 
1930 list of Chicago special repre- 
entatives and general advertising 
Bencies. Copies will be sent to 
ose interested. 
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Simultaneous 
Jewelry Sales 
To Be Staged 


Philadelphia, Pa., July 10—Simul- 
taneous jewelry sales by _ stores 
throughout the country are recom- 
mended by The Keystone, jewelry 
trade magazine, as a means of rid- 
ding shelves of obsolete and slow- 
moving merchandise, and at the 
same time, of getting the public into 
the habit of visiting jewelry estab- 
‘ishments. 
The third annual jewelry sale will 
be held July 11-19, these dates being 
suggested by The Keystone, which 
originated the idea and is providing 
the trade with advertising material. 
The publication said, in part: 
“Sales of the past two years not 
only resulted in moving a great deal 
of old and slow-moving merchandise 
at reduced prices, but likewise 
aroused a new jewelry consciousness 
on the part of many consumers. 
This, in turn, resulted in the sale of 
much standard merchandise at the 
regular prices. In this connection, 
it is especially important to note 
that the Annual Jewelry Sale plan 
joes not include the slashing of prices 
on nationally known, advertised 
goods on which prices are set by the 
manufacturer. 
Results of Sales 

“One of the chief values of an 
Annual Jewelry Sale some jewelers 
found was that it brought many peo- 
ple into their store who would other- 
wise not have come there for 
months. In many cases the extra 
sales of new merchandise made at 
regular prices were enough in them- 
selves to compensate for all the 
effort and expense of holding the 
sale. 


“By frankly admitting that the 


17 Cents Spent 
on Advertising 
of Average Book 


New York, July 10—The average 
investment for the advertising of 
every new novel published is 17 
cents per copy, while sales promo- 
tion, overhead and incidental costs 
are 39 cents per copy, according to 
a bulletin issued this week by the 
Book Publishers Research Institute, 
a new organization formed by pub- 
lishers to disseminate authoritative 
information concerning the industry. 


The executive committee of the 
institute includes Donald C. Brace, 
of Harcourt, Brace & Co.; Henry 
Hoyns, of Harper & Brothers, and 
Alfred A. Knopf, of Alfred A. 
Knopf, Inc. 

The bulletin stated that 45 per 
cent of the new books published 
each year never reach a second edi- 
tion, and that second and subsequent 
editions of the other 55 per cent 
often amount to as few as 500 
copies. 

Analyzing book prices and costs 
the announcement said: 


“Assuming that the average num- 
ber of 4,720 copies of a novel are 
printed and disposed of, an assump- 
tion by no means warranted, the 
price of $2.50 on an original edition 
absorbs the initial expenses of pub- 
lication, which are made up as fol- 
lows: 14 cents for paper and print- 
ing, 17 cents for binding and wrap- 
ping, 21 cents for plates, 17 cents 
for advertising costs and 39 cents 
for sales promotion, overhead and 
other expenses. After allowing the 
customary discount to jobbers and 
retailers and the average royalty of 
32 cents to the author, there is left 
a publisher’s profit of only 6% 
cents. 


“This analysis of the items enter- 
ing into the cost of a novel is based 
on the assumption that (1) every 
copy of this original edition of 3,720 
copies is sold, and (2) every copy 
is sold through the usual wholesale 
and retail channels of the United 
States, excluding from consideration 
sales to foreign countries or other- 
wise at less than the usual whole- 


sale price.” 


merchandise represents odds and 
ends of stocks and obsolete lines, a 
jeweler actually establishes more 
confidence in the values he offers 
because he gives a reason thereby 
for holding the sale, particularly 
since he does not ‘bait’ his sale with 
claims of cut prices on nationally 
advertised, standard merchandise. 
“Co-operative effort in connection 
with the Annual Jewelry Sale is 
especially recommended. Many local 
trade associations will no doubt find 
it advisable to feature the sale in 
co-operative advertisements, while 
others, who may not care to co- 
operate in this manner, will stand to 
benefit by getting as many of their 
contemporaries as possible to enter 
into the spirit of the event and ad- 
vertise it to the utmost of their 
ability. 

“Turnover has long represented an 
acute problem with the retail jew- 
eler and whole-hearted participation 
in the Annual Jewelry Sale should 
be of great benefit in this connec- 
tion. The ridding out of old stocks 
will pave the way for new stock and 
new customers, and more frequent 
visits from old ones.” 


Gallery Has Agency 


The Balzac Galleries, New York, 
have placed their advertising ac- 
count with Lupton, Reed & Co., of 
that city. 


E 


C. T. Rogers Promoted 


C. T. Rogers, marketing service 
manager of Credit Monthly, New 
York, has been promoted to national 
advertising manager. 

Kendrick W. Diller, Eastern ad- 
vertising manager, has resigned. 


Cream! 


HOSPITAL MANAGEMENT reaches 
the cream of its field, all over the 
country—the leading institutions ev- 
erywhere, comprising the best in 
quality and the bulk of the market 
in quantity. 

Recent surveys of our circulation 
in two of the largest cities in the 
country, one in the East and one in 
the West, are available to those in- 
terested in this rich market. They 
lead strikingly and convincingly to 
the conclusion suggested above. 

You can reach the hospital market 
with high efficiency and economy 
through HOSPITAL MANAGEMENT, 
receiving without additional charge a 
complete sales service—directory, 
daily information bulletin and list- 
ing of your literature. 

Let_us help you get your share of 
one hund million dollars spent 
every month by the hospitals. 


HOSPITAL 
MANAGEMENT 


Member A.B.C.—A.B.P. 
537 S. Dearborn Street 
Chicago, III. 


Absorbs Outdoor Agency 


The United Advertising Corp., 
New York, has purchased controlling 
stock interest in the Federal Adver- 
tising Corp., Paterson, N. J. Leon- 
ard Dreyfuss is president of both 
companies. 


The Ambassador is the 
pied-a-terre of many of 
the most important 
personalties in adver- 
tising, banking and in- 
dustrial circles. 


The 
Ambassador 


PARK AVENUE at 51st STREET 
NEW YORK 


ATLANIC CITY LOS ANGELES PALM BEACH 


Boe ies. 
MARKET DATA 
BOOK 


FOR 1930 


— wt 


find new MARKETS 
> in 1930 


In the press of competition for business in 1930, 
| you need this information that will point your 
a way to new markets, better outlets for your goods. 
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USERS TELL US: 


“To locate new markets for the 
sale of our machinery, and to 
select the most logical publication 
to reach the prospect in this in- 
dustry, we read and consult The 
Market Data Book.” 


“As a quick reference for facts 
on various markets we find The 
Market Data Book to be invalu- 
able and use it regularly.” 


“A very sound idea of tying up 
an analysis of publications along 
with market analysis . . . You are 
accomplishing a valuable thing 
when you combine these two an- 
alyses under one cover.” 


“Our sales work must be care- 
fully planned due to the many 
lines in which our products may 
be used and we always refer to 
The Market Data Book for defin- 
ite information.” 


“We find this book of value in 
studying markets and as a refer- 
ence book for magazines which 
cover particular fields.” : 


“We use ‘Che Market Data Book 
continually.” 


“We have been using The Mar- 
ket Data Book for the last three 
years almost continually and 
would not be able to get along 
without it.” 


“Of all the annual volumes per- 
taining to advertising, this publi- 


‘J Let The Market Data Book be your guide! 

In this single volume are figures on a hundred 
| major fields—data on production, distribution, 
| buying set-ups, buying seasons, developments 


Compiled from more than a thousand sources— 
Condensed into immediately available form— 
Indexed for easy reference— 

Authentic in every detail— 


And a complete directory of business publications, 
grouped by fields covered, with essential informa- 
tion on rates, circulations, mechanical specifica- 


tions, etc. 


Every advertising and agency man needs this 
book at his elbow—every day! It saves time and 
energy—it incorporates market studies in every 
field of industry and business. It gives the user 
in one volume more vital data than a full tier of 


filing drawers. 


The new 1930 edition, just issued, is available. 
Fill in the coupon below for your FREE copy 


TODAY. 


>>>>>>>> HOW TO.GET IT! 


Use this form in ordering your FREE copy of The Market Data Book 


cation is by far the most valuable 
. extant from our standpoint.” 


“We have been using your Mar- 
ket Data Book for several years 
and find it of great help in map- 
ping out our advertising cam- 
paigns.” 


“We find data such as you have 
compiled invaluable to us.” 


“In constant use—a thoroughl 
reliable reference book.” p 


“Has always been very helpful 
to us.” 


Class & Industrial Marketing, 
537 South Dearborn Street, Chicago 


Please enter my subscription to 
Class & Industrial Market for 
one year, for which I enclose $2.00, 
and send me without charge one 
copy of the new 1930 edition of 
The Market Data Book. 
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July 12, 1939 


Farm Implement 


Paper Changes Name 
Effective July 15, Farm Machin- 
ery and Hardware, of St. Louis, 
which has served the farm imple- 
ment and tractor industries for 44 
years, will become Farm Machinery 
and Equipment. 

The Midland Publishing Company 
believes that “Equipment” more 
clearly describes the lines merchan- 
dised by farm machinery dealers, 
such as tractor equipment, farm 
home conveniences, fencing, grain 
bins, ete. 

The style and size of the publica- 
tion remain unchanged. 


WANTED—Position with reliable 
firm by young lady. 12 years 
experience includes publication, 
adv. agency and manufacturing. 


Write ads, booklets, radio talks, sales letters, etc. 

inderstand handising ti Single. 
Gentile. Good character. Martha C. Schwartz, 
534 Wrigley Bidg., Chicago. Ph. Whitehall 7725 


BASIC POLICY OF 
DOROTHY GRAY 


Advertising Appeals to Class 
Market 


To the average man the feminine 
definition of the word exclusive re- 
mains a life-long puzzle. He does 
learn that his wife justifies an as- 
sault upon his pocketbook because 
she lacks the things that are being 
worn and that she returns to the 


LEEs PHILLIPS 


INCORPORAT EOD 
Typographers Who 
Prove It With Proofs 
228 East 45' Street 
NEW YORK-+N-Y 


—<—<—<—— 


ODAY they are teen 
age girls, forming 
their life-time prefer- 
ences and buying Rabies. 
Today you can persuade 
them with your advertising 
message at a fraction of the 
expense involved in trying, 
later, to alter their fixed 
Opinions. 

Soon, very soon, these 
girls will be the home 
makers of tomorrow. They, 
and their mothers, are now 
reading THE AMERICAN 
GIRL. Why not make us 
prove this? 


Te (7. 
AmerifanGirl 
THE MAGAZINE FOR ALL GIRLS 


Published by Girl Scouts, Inc. 
670 Lexington Ave., New York 
S. E. MCKEOWN 
Business Manager 
N. H. JONES, Advertising 
Chicago 
POWERS & STONE, Inc. 
First Nat’l Bank Bldg. 


N. Y. State & N. E. 
Powers & Stone, Inc. 
369 Lexington Ave., N.Y. C. 
Philadelphia 
HARRY E. HYDE 
548 Drexel Building 
MEMBER A.B.C. 


siege with added vigor when she dis- 
covers that some other woman has 
what she is wearing. 

However incomprehensible the 
| subject of exclusiveness may be to 
men, it is evidently of the greatest 
importance to women, for Miss 
| Kathleen Cory, manager of the Chi- 
| cago studio of Dorothy Gray, Inc., 
|is authority for the fact that this 
|appeal rings the till in the class 
| market for cosmetics just as it does 
for frocks and hats. 

Through studios in New York, 
| Chicago, San Francisco, Los An- 
| geles, Atlantic City and Paris, and 
|through representatives in leading 
department stores in this country 
and abroad, Dorothy Gray, Inc., dis- 
tributes one of the most complete 
lines of cosmetics and beauty prepa- 
rations on the market. 


| Individual Treatment . 

| “In the case of beauty prepara- 
| tions,” said Miss Cory, “exclusive- 
| ness results from expert treatment 
|of the individual woman’s prob- 
lems. 

“Our clientele is drawn from 
women prominent in society, busi- 
ness and the professions. In keep- 
ing with their intelligence, they are 
critical of our advertising and de- 
mand logical explanations as to why 
they should follow our recommenda- 
tions. They are unswayed and some- 
times amused by the hysterically 
enthusiastic advertising of prepara- 
tions for which magical results are 
claimed, but respond readily to a 
rational sales presentation that ap- 
parently does not convince the mass 
market. 

“T know of instances where clients 
have confirmed our theory as to the 
wisdom of matching powders to 
skin-tones with the opinion of por- 
trait artists. The critical attitude 
we encounter is climaxed when an 
occasional client has our prepara- 
tions analyzed by her own chemist. 

“To those who do not understand 
the basis, our advertising in na- 
tional magazines might seem _ un- 
necessarily stereotyped and color- 
less, but we have found that this 
reserved style, in which the facts 
about our preparations and advis- 
ory services are under- rather than 
over-stated, makes the best intro- 
duction. 

“We could easily draw on the 
knowledge of cosmetics possessed by 
our organization for material for 
spectacular advertising, but to seem 
to make definite recommendations 
for the benefit of the public at large 
would contradict the theory of indi- 
vidual treatment that we advocate 
and practice—a discrepancy that 
would be immediately detected by 
the kind of women we endeavor to 
interest. 


Basis of Advertising 

“Therefore, our advertising sim- 
ply expresses our belief that all that 
can be accomplished toward improv- 
ing one’s appearance is done by in- 
telligent, painstaking care and ad- 
vice according to individual require- 
ments, and that we function as a 
source of the services and materials. 

“The substance of our selling 
story is told when contact is made 
with our saleswomen in department 
stores and operators in the studios. 

“We want our clients to regard 
our studios not as a place where 
magic is performed nor’ where 
facials are given and cosmetics are 


COPY RESTRAINT | 


Regulate Copy 


for Underwear 

Washington, D. C., July 10. 
—The word “wool” shall not 
be used in connection with knit 
underwear unless the percent- 
age of wool in the garment is 
indicated. 

The Federal Trade Commis- 
sion announced that this rule 
has been adopted by the indus- 
try, effective January 1. 


sold, but as one where they may dis- 
cover their charm and be schooled 
in the means of revealing it to 
others. 

“Only a few, relatively, know the 
amazing possibilities of make-up. 
Outside the limited number of those 
who have had expert advice and 
who possess the good taste to make 
use of it, there are many who still 
try to paint on an artificial mask 
of prettiness which hides inherent 
charm of character and personality. 

Origin of Make-up 

“The principle in the use of make- 
up that we have sponsored for years 
and which is now established as a 
definite modern trend recalls the 
original use of make-up as an effort 
to bring out spiritual -beauty. 


“It is not generally known that 
color was first painted on the faces 
of priestesses of ancient Egypt and 
India to interpret a religious idea. 
Symbolically, the eyes are the light 
of the spirit, so the priestesses 
painted the eyes out on the temple 
to signify the greatness of their 
vision. 

“As the mouth was considered the 
symbol of the word of the spirit, the 
lips were painted brilliant vermilion 
to symbolize the light and brilliancy 
of the word. 


“Eventually, women of the harems 
stole the idea to add lure to the 
eyes and lips, and this was consid- 
ered such a desecration that they 
were compelled to veil the face, 
and do so to this day. 


“The face is like a flat drawing 
until life and color are added by 
make-up. To do this effectively is 
an art, requiring mastery of color 
and design. 

“Flowers lift their faces to the 
sun. The expression of the face is 
most beautiful when uplifted. 


“The lines of the face that ex- 
press beauty are upward lines. Cos- 
metics, therefore, must be applied in 
a way that lifts the lines of the 
face. Thus the face is filled with 
light, the shadows are softened, the 
downcast expressions and sagging 
lines effaced, and the expressions of 
mouth and chin upraised. 


Special Problems 

“The nearest approach to artifi- 
ciality of which we approve is a 
more colorful make-up for wear 
during the intensely bright summer 
days when a woman’s face is con- 
trasted with the vivid colors of the 
season. For day use during this 
time, we suggest a brilliant lipstick, 
tawny rouge and blue eye shadow, 
the use of which, however, is dic- 
tated by the natural basic coloring. 


“It is also desirable that a woman 
understand the varying require- 
ments for day and night make-up, 
as artificial lighting augments the 
problem of shadows. 


“Our powders are blended from 
eleven shades ranging from orchid 
to copper, with which it is possible 
to secure innumerable tints. Once 
the correct color is determined, the 
formula is filed, so that our clients 
may conveniently order their indi- 
vidual powder from any of the 
studios. 

“It is obvious from our selling 
set-up that the strongest link in the 
chain is the operators in the studios 
and the saleswomen in the depart- 
ment stores. Consequently, we exer- 
cise great care in choosing them. 

“For beginning operators we pre- 
fer women in young maturity, old 
enough to speak convincingly when 
properly trained. Naturally, they 
must be above average intelligence. 

“In addition to the training neces- 
sary to secure a cosmetician’s li- 
cense, the girls are sent to our own 


Women in 
Advertising 


Erma Perham Proetz 


St. Louis, July 11—Erma Perham 
Proetz, who has been with the Gard- 
ner Advertising Company _ since 
1923, has just been elected a vice- 
president of the agency, and placed 
in charge of all creative work in the 
St. Louis office. 

Mrs. Proetz is best known for her 
work for the Pet Milk Company. 
She received the Harvard Award 
of 1924 and 1925 for the advertise- 
ment most effective in the use of 
illustration and in 1927 won the 
award for the most effective cam- 
paign. 

She directs every phase of the 
Pet Milk advertising, including 
posters, window displays and interior 
trims. She has planned a number of 
recipe books and leaflets, as well as 
merchandising portfolios for use by 
the sales department. The famous 
Pet Milk label and package also are 
Mrs. Proetz’ brain children. 


Mrs. Proetz received her A. B. 
degree from Washington University, 
St. Louis. She was connected with 
the Dry Goods Economist before 
joining the Gardner agency. She 
made a trip to Europe this spring 
in the interest of her pet client. 


schools for several weeks to study 
our methods. 


Training Sales Force 

“An indispensable qualification is 
that they must like women and be 
naturally sympathetic. In this con- 
nection, it is interesting to observe 
that women who have experienced 
adversities or reverses are often 
particularly successful in their work 
with us. As examples, there are 
several Russian gentlewomen from 
families at present unpopular in 
their country. 

“Girls with genuinely sympathetic 
natures try hard to solve their 
clients’ problems. It is not always 
realized that a woman’s cares and 
responsibilities are increased as she 
advances in the social and commer- 
cial worlds, and that she is likely 
to welcome an interlude in the many 
forms of competition she faces daily. 

“That is why we encourage the 
type of operator who can not only 
render expert assistance as a cos- 
metician, but who will naturally 
show sympathy with her client. 
Both like it. 

“It is thoughtless to criticize a 
woman’s concern about her appear- 
ance, even when she seemingly car- 
ries it to an extreme degree. She 
must consider her appearance not 
only because of her own interests 
but because it bears on the happi- 
ness and success of her friends and 
family.” 


Heads N. Y. Council 


George F. Gouge, of Batten, Bar- 
ton, Durstine & Osborn, Inc., has 
been elected chairman of the New 
York Council of the American Asso- 
ciation of Advertising Agencies. 
J. M. Cecil, of Cecil, Warwick & 
Cecil, Inc., is vice-chairman. Clar- 
ence Nelson, of Calkins & Holden, 


continues as secretary. 


ICE CREAM AND 
ITS SALES PLAN 
ARE BOTH NER 


Good Humor Trucks Roam for 
Customers 


Another chapter in the story of 
effortless buying is being written by 
the Good Humor Ice Cream com. 
panies, operating in a score of large 
cities. Through the force of the 
slogan “Stop This Car,” appearing 
in newspaper advertising, they are 
telling motorists who have the habit 
of stopping for ice cream that they 
will be glad to do the stopping in. 
stead. 


Besides the buying convenience, 
the advertising promises a superior 
ice cream, made of the best mate- 
rials under the most sanitary condi- 
tions, served in such a way that it 
is possible to ride and eat at the 
same time. 


The ride-and-eat feature is ac- 
complished by a patented process of 
attaching a wooden handle to a por- 
tion of ice cream encased in a choco- 
late shell. The ice cream is frozen 
unusually hard, so that there is no 
danger of dripping while it is being 
eaten. 


Operates 80 Trucks 


The Chicago Good Humor Ice 
Cream Company, the parent organ- 
ization, was started four years ago 
on little more than an idea. The 
company now has 80 vending trucks 
in operation and excellent prospects 
for further expansion. 


The trucks are sufficiently distine- 
tive to be easily recognized. Dry 
ice refrigeration enables a supply of 
ice cream to be kept in perfect con- 
dition throughout the day. 


As conditions dictate, the trucks 
are stationed at intersections of 
principal highways near the city, 
adjacent to bathing beaches and at 
other points where large numbers 
of people congregate or pass. 


According to one official, much of 
the company’s success has been due 
to the courteous driver-salesmen in 
immaculate white uniforms. The 
requirements have been set so high 
that only 1 in 27 who apply is ac 
cepted. Fifty per cent of the men 
are college graduates. 


Plan House-to-House Sale 


In the near future, Good Humor 
ice cream will not only follow the 
consumer when he takes to the road, 
but will be offered to him before he 
leaves. The company is planning to 
sell its product from house-to-house 
by means of a specially designed 
portable refrigerator holding 144 
portions. 


Under the direction of Aubrey & 
Moore, Inc., Chicago agency, the 
company recently tested newspaper 
advertising applied to its methods 
of distribution by advertising one 
flavor at a time in the Chicago 
Tribune. An advertisement featur- 
ing chocolate mint appearing June 
28 was followed by a record week- 
end business on that flavor. The 
success was duplicated the following 
week by an advertisement on choco- 
late malted ice cream. It is under- 
stood that the advertising will be 
increased in the future. 


Pass Radio Slander Bill 


The Louisiana House of Represen- 
tatives has passed a bill “to prohibit 
slander over, through, or by means 
of what is commonly known as the 
radio.” 


To Advertise Footwear 


The Firestone Footwear Co., Bos 
ton, has appointed Ingalls-Advertis- 
ing, of that city, to direct its ac 
count. 
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How Air-Way Trains 
Salesman to Sell 
Direct to Consumer 


(Continued from Page 1) 


or demonstration. It furnishes two 
such demonstrations, one short and 
one long, but authorizes the men to 
adapt them to their own personali- 
tie. The short one, called the ‘Na- 
tional Advertising Demonstration,’ 
js made up of reproductions of 14 
national Air-Way advertisements, so 
arranged and underscored in part 
with red lines that a salesman, fol- 
jowing these red liy, is provided 
with a complete s uopsis for an 
extended talk. The long one, called 
‘Air-Way Dealer Salesmanship’ is 
more in the nature of a manual than 
a talk and its primary purpose 
would seem to be as a reference 
book; it contains 36 pages of closely 
set type. 

“The instructor started his dem- 
onstration by getting down on his 
knee within two feet of the seated 
‘Mrs. Jones.’ Without using the 
appliance, he reviewed the various 
number of cleaning, disinfecting, 
waxing, etc., appliances needed to 
keep her home clean. 

“He put considerable time into 
showing her that Air-Way combines 
all these appliances in one unit. He 
then asked for the order and when 
she refused, he placed the order- 
book and pencil, which he was using 
to help illustrate his declaration, 
into her hand and asked her to 
kindy hold it for him while he 
demonstrated the machine; to make 
her ‘order-book conscious’ he told us. 

“The company treats an old sub- 
ject in a new way by insisting that 
it does not sell a vacuum cleaner; 
that the vacuum principle is obso- 
lete and inefficacious. The Air-Way 
is a ‘system,’ rather than an appli- 
ance; and it is sold as a ‘unit’ com- 
bining many uses, rather than as a 
single machine. Particular emphasis 
is laid on the light weight of the 
machine, the transparent window 
for observing the cleaning process. 
and the ‘agitators’ which ‘finger 
through’ the carpet to ‘open the nap’ 
for the action of the air. 


Getting the Order 


“Early in the demonstration the 
prospect’s attention is again called 
to the order-book by getting her to 
hold it flat while ‘window’ dirt is 
emptied on it; she is asked to spread 
it with the pencil and observe its 
gritty nature. 
poised in her hand, she is again 
urged to sign the order-book. Every 
effort is made to get the deal without 
demonstrating the dusting attach- 
ments, spray gun, waxer, etc. The 
salesman is expected to make service 
calls later, to instruct the prospect 
om such points. 

“To support his talk the instruc- 
tor used a scrap-book of testimonial 
letters, rug dealers’ endorsements, 
list of Government department users 
and the company’s five-year Guar- 
anty Bond. Particular stress was 
laid on the fact that the latter is 
sent through the United States mails 
the customer, as proof of the 
company’s integrity. 

The manner of the entire pre- 
sentation is energetic and extremely 
Persistent. Men are allowed to can- 
Yass without machines, but they are 
urged to carry them ready for in- 
stant demonstration. 

Trade-ins are avoided if possible, 
‘cepted if necessary. The instruc- 
tor suggested that we first appraise 
em at the weight of their metal, 
$1.62 or some such uneven amount.’ 
© company furnishes a ‘Schedule 
of Trade-in Allowances,’ however, 
which provides amounts up to $12.50 
al makes, only two of them 
ating the $12.50 allowance. Sales- 
men are not allowed to clean up 

eir Own trades, but must turn 
a in. I was informed that they 

them ‘as is’ for about $2.40 each 

@ contractor. 

“The 


While the pencil is |. 


instruction given at the 


afternoon session was more. indi- 
vidual in its nature: How to ap- 
proach the door, how to greet the 
woman, how to start the talk. We 
were shown how to take the ma- 
chine apart and put it together 
again. We were instructed how to 
swing it gracefully, demonstrate its 
light weight, remove and insert the 
paper-bag, and so on. 

“The Air-Way was compared in 
detail with its two principal competi- 
tors, one a famous brush machine, 
the other a well-known straight suc- 
tion cleaner; e.g., the alleged in- 
accessibility of the adjusting screw 
at the bottom of the straight suc- 
tion cleaner was emphasized; a pen- 
cil was spanned across the head of 
the brush machine and when its 
metal agitator burred a deep and 
ragged gash into the pencil wood, 
the machine’s alleged destructive- 
ness to carpets was stressed. The 
efficiency of Air-Way’s self-adjust- 
ing vanadium steel wheel springs 
was then pointed out, together with 
the gentle fingering action of its 
Egyptian fibre agitator comb. 

“This gives but a brief idea of the 
truly great amount of training the 
company packs between the hours 
of 9:15 and 4. It could not do this, 
however, without specializing in- 
structors; the man who handled our 
class was evidently just that. He 
knew his stuff by heart and im- 
pressed on us an amount of training 
that would require two or three days 
of any non-specialist’s time. He be- 
came parrot-like at times but his 
delivery was, on the whole, natural 
and sincere-sounding. 

“Whatever else the trade may 
choose to say about Air-Way it is 
bound to hold its recruiting and 
training methods in very high re- 
spect indeed.” 


Oakland Organizes 

The Advertising Club of Oakland, 
Cal., has prepared for an active year 
by naming the following committee 
chairmen: 

Program, Fred Stephens; enter- 
tainment, William Mitchell; finance 
and budget, James T. Hill; attend- 
ance, Ralph Presher; “Ad _ Lib,” 
Victor Cole; reception, Alice Strei; 
school of business, Joseph Fairchild; 
convention, Thornton Wilson; forum, 
Royal Jumper; roster, George Gould; 
civic affairs, John Reith; constitu- 
tion and by-laws, Harrison Travers. 


= OE _ 


DIRECTS REO COPY 


Arthur E. Nafe 


Mr. Nafe has been named adver- 
tising and sales promotion manager 
by the Reo Motor Car Co., Lansing, 
Mich. He has been with Willys- 
Overland for four years. 

Another newcomer is Sam C. 
Mitchell, who has become manager 
of distribution for Reo. He has 
been assistant sales manager of the 
Hudson Motor Car Co. 


Life Itself. 
Is Prolonged 
by Advertising 


New York, July 10—“How Ad- 
vertising Prolongs Life” was the 
subject of an address delivered 
Tuesday night over Radio Station 
WRNY by Herbert L. Stephen, who 
writes the “Advertiser” column on 
the New York Evening Post. 


Tracing the history of advertis- 
ing, Mr. Stephen cited a number of 
instances to show that many of the 
most important developments of the 
past half-century have been directly 
due to advertising. 


“The gain in expectation of life 
from good heredity is not as large 
as that obtained by the improve- 
ment in social and health conditions 
in recent years,” Mr. Stephen said, 
quoting from a bulletin of the Met- 
ropolitan Life Insurance Company. 


“Score another then for the con- 
sistent advertiser, who has carried 
the bigger part of the burden of 
educating the public to improved 
social and health conditions. One 
need not stretch his imagination to 
state that advertising, then, has 


lengthened the life of the average 
citizen of not only this country but 
of the entire world.” 

Referring to food advertising, Mr. 
Stephen said: 


“And who connived and schemed 
with Mother Nature for foods that 
more aptly fit into our mode of liv- 
ing? The advertiser, of course. We 
know of one food concern that spent 
more than $1,000,000 to bring out a 
new process of preserving the nat- 
ural flavor of foods. 


“And they have yet to find out 
whether the nation, as a consumer, 
will accept their products favor- 
ably. Tests have been made in a 
New England city to determine the 
ultimate consumer reactions, but 
that does not mean that the country 
as a whole will react favorably.” 


The company referred to by Mr. 
Stephen was the General Foods 
Corporation, of New York, and he 
cited the case to illustrate the con- 
fidence this concern thus displayed 
in the worth of advertising by mak- 
ing this million dollar expenditure 
in experimental work, confident that 
if a quality product resulted, adver- 
tising throughout the nation would 
create its market. 


Mr. Stephen told also of one large 
life insurance company that has for 
years been making a careful study 
of health, and advertising these 
studies in newspapers and maga- 
zines to educate the public to the 
advantages of better health. 


“In this manner,” he said, “the 
company has brought about a reduc- 


tion in the number of deaths from 
certain diseases, so that it can be 
truthfully said they have made ad- 
vertising prolong life.” 


A PERSONNEL SERVICE FOR THE 
ADVERTISING PROFESSION 
Confidential, painstaking attention to the indi- 
vidual problems of each client. An interview will 
convince you that we can get you the right con- 
nection. While we operate under the employment 
agency law, our methods 

agency. 
PROFESSIONAL & ome SERVICE 


gency 
Gurney Chrysler, 
527 Fifth Avenue, New York 


are unlike any other 


Prop. 
Murray Hill 10488 


The Wagon Jobber 


is he important? 


Who is he? What prod- 
ucts does he distribute? 
What place does he oc- 
cupy in the distribution 
of food? 


@ The answers to these 
questions, plus a lot of 
other information and 
up-to-the-minute news 
of the food distributing 
field will be found in the 
July issue of 


tes 


ae 
x 


The New Era in 


FOOD DISTRIBUTION 


37 W. Van Buren St. Chicago 
295 Madison Ave. New York 


DOMINATING WINDOW DISPLAYS 


AT SMALL COST 


A window display, with all the effect 
of one mounted on heavy board—that 
rolls up and can be easily carried by 
salesmen—it can be set up in a few 
seconds, while the salesman is talking 
to the retail dealer. 


Salesmen like them and claim they 
greatly assist in securing introductory 
orders. 


In the heavy Kraft mailing envelopes 
provided, they can be mailed 
direct to dealers at small cost 
—for example, a display 23”x 
34” in size, including’ mailing 
envelope, weighs less than 8 
oz. and can be mailed for 6c 
to any town in the United 
States, regardless of zones. 


Many well known national 
advertisers have used these 
displays continuously for the 
past several years and can at- 
test as to their practicability, 
convenience and economy. 


BACK VIEW of DISPLAY SET UP > 
Write us for specimens, 


[o}e IN ENVELOPE READY FOR MAILING U 
: adit prices and further particulars 


THE J. D. LEWIS COMPANY 


GENERAL OFFICES — FIRST NATIONAL BANK BLDG., CHICAGO 


Advertis 
Plates. 


**P & A” stands for the BEST there is 
in plates and mats, and for the kind 
of quick, interested, intelligent ser- 
viee that advertisers appreciate. 


“P & A” Service is evidenced in the 
co-operation they give to customers 
—in the pressure they are capable 
of applying to make insertion dates. 


712 Federal Street - 


Electrotypes 
Nickeltypes 

Lead Moulds 
Stereotypes 
Newspaper Matrices 


Thirty years continuous 
helpful service to advertisers 


Partridge & Anderson Company 


LLOYD C. PARTRIDGE, President 


Chicago 
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ADVERTISING AGE 


July 12, 1939 


Information for 
Advertisers 


(Continued from Page 4) 
84. This Man the Architect. 

This little booklet tells what is 
going on back of the impassive 
countenance of the architect, the 
big factor in the sale of many mil- 
lion dollars’ worth of building mate- 
rials. Published by Charles Scrib- 
ner’s Sons, New York. 


73. Progress in Vocational Educa- 
tion, 

A 40-page pamphlet reviewing the 
progress in Vocational Agriculture 
from 1917 to 1927, a government de- 
partment bulletin; deals with the 
nation wide scope of this rural edu- 
cational program, its growth, meth- 
ods employed and results achieved. 
Distributed by Better Farm Equip- 
ment and Methods, St. Louis. 


71. Time’s Circulation. 

A 50-page booklet presenting a 
composite picture of Time’s readers 
by an analysis of the circulation, an 
account of the method employed in 
obtaining subscriptions and a sum- 
mary of advertising carried for sev- 
eral years. 


76. The Intelligence Factor in Ad- 
vertising. 

The publishers define this 26-page 
booklet as a study of the receptive 
intelligence of the audience, assert- 
ing that this factor has been gen- 
erally neglected. Published by the 
Big Four in the Quality Field, The 
Forum, Golden Book, Review of Re- 
views, and World’s Work. 


108 The Detroit Market 

Facts and figures on traffic count, 
on available outdoor advertising lo- 
cations and other data of interest 
to national advertisers. Published 
by Walker & Co., Detroit. 


Farm Families 
Large Buyers of 
Food Products 


The Agricultural Publishers Asso- 
ciation, of Chicago, has announced 
results of a survey to determine the 
quantities of food products bought 
by farm families annually and the 
frequency of purchase. More than 
30,000 farm families reported. 

Bulk coffee is bought every two 
weeks on an average, the annual 
consumption per family being 80.6 
pounds. Branded coffee is bought 
at the same periods, the annual 
consumption per family being 65 
pounds. Other averages developed 
were: 

Tea, every four weeks, 9.7 pounds; 
coffee substitutes, every 3% weeks, 
20.5 pounds. 

Baked Goods 

Baker’s bread, 11% times weekly, 
234 loaves; cookies, every 3 weeks, 
84.6 pounds; soda crackers, every 3 
weeks, 52 pounds. 

Cooking and Baking Materials 

All-purpose flour, monthly, 612 
pounds; pancake flour, every 2 
weeks, 26 packages; syrup, 8 cans 
per year; baking powder, 7 cans 
per year; baking soda, 6 packages 
per year; cooking fats, 41 pounds 
per year; cooking oils, 3 gallons per 
year. 


Breakfast Foods 
Ready to serve (summer), 156 
packages; winter, 104 packages; 
cooked, summer, 104 packages; win- 
ter, 104. 
Canned Goods 
Peaches, every 18 days, 6.7 dozen; 
pineapples, every 3 weeks, 5.7 dozen; 
apricots, every 3 weeks, 5.7 dozen; 
corn, every 10 days, 18.2 dozen; 
peas, every 2 weeks, 13 dozen; pork 
and beans, every 2 weeks, 13 dozen; 
soups, every 2 weeks, 13 dozen. 
Fresh Fruits 
Oranges, every 10 days, 36.5 
dozen; lemons, every 2 weeks, 17.3 
dozen; grape fruit, every 2 weeks, 
13 dozen. 


Meats 
Hams, 2 months a year, 5.4 
pounds; bacon, 4 months a year, 3 


pounds. 


ee 


KELLY RESALE 


BILL TO PASS 
IN DECEMBER 


(Continued from Page 1) 


were misdemeanors and _ attached 
various penalties. The current mea- 
sure eliminates all such punishments 


and the aggrieved party has only a]: 


civil remedy. 


The bill permits a contract be- 
tween manufacturer and retailer 
that the latter will not resell ex- 


cept at a stipulated price. How- 
ever, it permits the retailer to sell 
at his own price to close out stock 
and for certain other similar rea- 
sons. 


The Committee on Interstate and 
Foreign Commerce said of the bill: 

“There are many instances where 
dealers have used the good name of 
nationally known producers for their 
own benefit and to his detriment. 
Another evil effect of cut-throat 
competition is the tendency for pro- 
ducers to manufacture to meet a 
price rather than to maintain qual- 
ity. 

Committee’s Viewpoint 


“This bill, if enacted into law, 
will prevent to a great extent un- 


fair and destructive competition and 
it will not add to the cost of goods 
to the consumer. 

“Another result would be to put 
the small local dealers more nearly 
on a competitive basis with the great 
chain store and other combinations. 
It is generally and properly recog- 
nized that the gradual extinction of 
smai’ independent dealers will be a 
loss to the nation. 


“The bill applies only to cases 
where the product is sold in open 
competition, and it is obvious that 
if the ultimate prices to consumers 
are unfair, competition from other 
sources will soon bring them down 
to a reasonable basis.” 


| 


W. C. Bryant Dead 


Waldo Calvin Bryant, chairmam 
of the board of the Bryant Electall 
Co., Bridgeport, Conn., died at Colas 
rado Springs, Col., July 5 following 
an operation. 


J. R. Rogers eee 


John R. Rogers, consulting e 
neer of the Mergenthaler Lino 
Co., New York, has received the da 
gree of doctor of science from Obem 
lin University. 


To Edit “Marketing” 


John Cameron, who has been it 
London representative, is returnj 
to Toronto to become editor of Map 
keting. 


selves. 
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There are lots of advertising magazines, a 
but only one advertising newspaper | 


DVERTISING men continue to marvel at the vast amount 
of interesting material appearing in ADVERTISING AGE 


exclusively. 


“There are numerous publications which come to my atten- 
tion, on the general subject of advertising and advertising agents, 
but somehow none of them has the personal touch that ADVER- 
TISING AGE seems to have. 


“You publish numerous articles and stories of interest to me 
as an advertising man, that do not seem to find their way into 
other advertising publications. 


New York Office: Graybar Building 


The answer is simple—there are many advertising magazines, 


but only one advertising newspaper—ADVERTISING AGE. 


Our job is to get and print the news. Forty editors and corre- 
spondents concentrate upon the task. The results speak for them- 


Here’s what William H. Rankin, president of the William H. 
Rankin Company, says on this interesting subject: 


prompted to write and tell you how much I value 
ADVERTISING AGE and enjoy the news it presents. 


“I think you have made a splendid start with your publica- 
tion, and I look forward to the rapid development ADVERTIS- 
ING AGE will attain in the future.” 


Thank you, Mr. Rankin! 


Advertising Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 
537 South Dearborn Street, Chicago 
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